APRIL 1954 





Make it easy for young America 
to buy... With cartons 


In ever-growing numbers, young hands reach out for soft 
drinks. Meet them halfway with Bottle Master, the carton proved 


by billions of sales. Note these famous features: 


100% Virgin Kraft. Makes more round trips. 
Fights wear and water. Strongest, safest, toughest. 


Plastic Coated. For added durability and sparkle. 
Looks fresher longer. Eye-catching colors can’t fade. 


Better Built. Welded full-length, four-ply handle 
means extra strength and safety. Stacks well for 
brilliant display. 


ATLANTA PAPER COMPANY 


Makers of a-pac-o Action Packages 


Atlanta 2, Georgia 


AUSTIN * BOSTON * CHICAGO * DENVER * INDIANAPOLIS « LOS ANGELES 
NEW YORK « RICHMOND «© ST. LOUIS © ST. PAUL © SALT LAKE CITY 


In Canada PACKAGEMASTER, Ltd., Toronto 







CARRY-HOME CaRTORsS 


She ~\ 


. ©. O%s*.% ‘a.>* 








| About thes Gesue 








qv is becoming ever-more apparent that it 
takes “know how” to build sales under any and 
all conditions. In the ten years that he has 
been operating in the shadow of the country’s 
most competitive market—New York City— 
the subject of our story, “A Million Plus 
Plant,” has reached that magical figure by vir- 
tue of hard work and an ever-present advertis- 
ing budget which changes only in respect to 
how the dollars are apportioned. The net re- 
sult, an outstanding modern and new plant, and 
a sales figure which puts him among the indus- 
try’s elite bottlers, is a story which makes good 
reading. 


The franchise companies too recognize that 
it takes certain qualities to make a successful 
bottler. What they are, and what they contrib- 
ute to his career, are outlined in another article 
in this issue. While these two stories sort of tie 
together, there is still another which stresses 
the importance of selling as the key activity for 
a bottler. The article is a case history of a form 
of selling which is used by only a few plants 
in the country today, but which is being eyed 
with considerable interest by other bottlers be- 
cause of the many advantages it possesses. 


The majority of the State meetings were 
held during the first three months of the year— 
with the reports of a half a dozen more conven- 
tions, including some of the biggest and most 
influential States, we draw tc the close of the 
convention “season”. Almost all of the gather- 
ings have been marked by intense interest in 
the two most recent developments in the indus- 
try—dietetic beverages and canned soft drinks. 
However, other phases and other problems 
have not been neglected, and our comprehen- 
sive reports indicate what they are. 


Continuing our series of special articles on 
auditing and accounting practices, we present 
this month an interesting application of “cost- 
cutting” in office procedures .. . see Page 6. 


And we top the whole thing with many other 
fine features, standard monthly departments 
and a round-up of news which involves many 
people and many projects. 
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Coke Hits At Substitution 


The Coca-Cola Co., Atlanta, Ga., is maintaining 
its market check-up program and keeping its legal 
department busy obtaining consent judgments 
against various kinds of retailers for substituting 
other products when Coca-Cola is called for. In one 
instance, a consent judgment was entered enjoining 
a vending machine operator from representing by 
use of labels or any other display material or by 
any other means that beverages dispensed from au- 
tomatic coin-controlled cup vending machines oper- 
ated by him are Coke or made from Coca-Cola sirup. 
Within recent weeks, three “substitution” judg- 
ments have been obtained in Boston, Worcester and 
New York City. 


Maryland Lawmakers Plan Repeal of Ban 
on Artificial Sweeteners in Drinks 


The National Manufacturers of Beverage Flavors, 
Chicago 3, Ill. has announced that in Maryland, 
Senate Bill 84 repealing the ban on the use of arti- 
ficial sweeteners in soft drinks has passed the Sen- 
ate. Also passed is Senate Bill 96, a discriminatory 
state revenue measure intended to erect state bar- 
riers requiring non-resident botlers shipping soft 
drinks into the State of Maryland to pay a $25 
registration fee, as likewise an inspection fee of $15 
for each brand of soft drink or other non-alcoholic 
beverage bearing a distinguishing flavor or name, 
provided said inspection fee shall not be in excess of 


$25. 


The Brewers Get Into the Act 


Calorie consciousness has driven so deeply into 
the brewing industry that the trade is splitting it- 
self open over claims of many breweries that their 
beers are lower in calories than others. In the case 
of some, the push has been so strong on this theme 
that it amounts to almost a medical advertising 
claim. The U. S. Brewers Foundation has found the 
average 12-ounce bottle of light beer contains rough- 
ly 150 to 160 calories; therefore anything below 


this is of course a lower calorie beer, but the reduc- 


tion is usually insignificant in terms of weight 
reduction. 

The brewing industry seems to be making a mis- 
take, which the soft drink industry fortunately 
avoided—and that is by assuming that the calorie 
value of its particular product is, or could be, a 
deciding factor in a consumer’s weight reduction 
program. In a soft drink, the use of an artificial 
sweetener instead of sugar brings the calorie count 
down to practically zero; in beers where the reduc- 
tion is gained by cutting down on the amount of 
yeast and grain they put into the formulas, the num- 
ber of calories is not lowered materially, but the 
character of the drink itself is changed. 

Lighter and drier beers have been standard in the 
industry since the war, when restrictions made it 
necessary to cut down on the amount of yeast and 
grain, but the new emphasis on the calorie content 
and the fierce advertising battle surrounding it, is 
in the opinion of some industry observers, pre- 
judicial rather than beneficial to the sale of beers. 

Various beers are being advertised as ‘“‘the lowest 
calorie content,” “the beer with the lowest amount 
of sugar,” or the “beer with the lowest starch con- 
tent.”” One brewery is advertising its product as the 
first beer created exciusively for women. The whole 
thing adds up to a controversy which may have far- 
reaching effects. 

One such is the jaundiced view taken by the 
Aleohol and Tobacco Tax Unit of the various claims, 
and the implication that both the Federal Trade 
Commission and the Better Business Bureau will 
be asked to act. The beer boys insist they have 


to get into the calorie “act” because since 1947 beer 
consumption has dropped 9% per capita while soft 


drinks, tea and coffee have increased. 


New York Bill Would Change Legal 
Doctrine in Negligence Cases 


A New York bill which would abolish an important 
legal doctrine used in deciding negligence cases 
in the state’s courts has been reported favorably 
by the Senate Judiciary Committee. Under present 
law in negligence cases, if the defendant can estab- 
lish that the plaintiff himself was negligent to any 





degree and thus contributed to an injury, the plain- 
tiff cannot recover damages. The New York bill 
provides that in any action to recover damages for 
injury to person or property, contributors neg- 
ligence of the plaintiff shail not be a bar to at least 
partial recovery. 





NEWS ABOUT CANNED DRINKS— 


Pabst Brewing Co. To Market Canned 
Soft Drinks Thru Hoffman 


Marketing of soft drinks in cans has been started 
by Pabst Brewing Company through its subsidi- 
ary, Hoffman Beverage Company of Newark, N. J., 
an important producer of quality soft drinks on the 
Eastern seaboard for more than fifty years. Pabst 
is the first national brewing concern to step into 
the canned soft drink market. 

Following many months of research conducted 
at the famous Hoffman soft drink laboratories in 
Newark, large scale test packs of cola were produced 
last fall. With these, thorough shelf tests of the 
product and can were made and extensive consumer 
taste tests were conducted in several cities in vari- 
ous parts of the nation. 

The surveys indicated a very favorable reception 
by consumers for the taste of the new Pabst- 
Hoffman cola and the convenience of the flat top 
can. The flat top cans used resemble the cans used 
by Pabst for beer, but are specially designed and 
lined for soft drinks. 

First of the line of new canned soft drinks to 
be marketed by Pabst will be two cola drinks 
one a non-fattening, low-calorie cola and the other 
a regular cola. These will be marketed as Tap-a 
Cola Non Fattening and Tap-a Cola Extra Dry. 
The Tap-a trademark has been owned by Pabst 
Brewing Company since 1935, when the company 
was the first major brewery to market beer in flat 
top cans and made the name “Tapacan’” famous. 

Pabst inaugurated marketing and advertising 
tests in Rochester and Syracuse, New York, begin- 
ning late in March. No dates have been set for the 
opening of other markets. 

Facilities for full scale production of the new 
canned beverages are now being installed at the 
new Pabst-Hoffman soft drink plant in Long 
Island City, New York, now nearing completion. 


Mason & Mason to Open Canning 
Operations in Chicago and Detroit 


Further to the west, the momentum of the canned 
soft drink movement is being given further impetus 
with the planned opening in a few weeks of two 
large plants in Chicago and Detroit. Both are being 
set up by Mason & Mason, Inc., the Chicago opera- 















tion going under the name of Mason’s Beverage 
Company of Chicago, and the Detroit plant, the 
Mason Products Company of Detroit. Both plants 
will can root beer, black cherry, grape and orange, 
in 12 oz. flat-top cans and market them in multiple 
unit containers, 6 cans in carry-home carton. 

Between the two plants, distribution will cover 
the States of Illinois, Indiana, Wisconsin, Iowa, 
Michigan and part of Ohio. In these states, where 
Mason’s has many of its 300 franchise bottlers, they 
will be given the first opportunity for taking on 
the distribution of Mason’s canned beverages. 

One unusual problem confronting the two can- 
ning plants is the need for creating immediate rec- 
ognition of the Mason’s cans as soft drinks. This 
will be accomplished by the development of a 
unique colorful package design, and using a carnival 
theme, with the brand name and flavor name on both 
the front and back of the can for better display 
visibility. 

In both the Detroit and Chicago marketing areas, 
advertising in newspapers, radio, TV and other 
medias, as well as point of sale material, will be 
used -to introduce the line of Mason canned bev- 
erages. 


Other Late Developments:— 


@ Newark, N. J., will be the central canning point 
for a new line of flavors canned in a 32 oz. quart 
cone-top can, made by Continental Can. Crescent 
Beverage Co. in that city will do the canning for 
itself and a half-dozen other (non-competing) bot- 
tlers. This co-op arrangement is scheduled for mar- 
ket operation before summer. 

@ General Beverages (Donald Duck) Miami, Fla., 
plant is scheduled to go into operation early in 


April, the first of four such plants planned for 


Tennessee, California, and New England. 

@ Additional canning plants scheduled for open- 
ings before June are reliably reported for New 
York City, Philadelphia, Chicago, and elsewhere 
in the states of Illinois, Ohio and California. (Can- 
A-Pop, Sheridan, Wyo., is currently seeking dis- 
tribution outlets in Philadelphia and New York. 


Pepsi-Cola Co. Shows Big Gains 


Representing an increase of 41 per cent, Pepsi- 
Cola Company had net income after taxes for the 
year ended December 31, 1953 of $5,476,882, com- 
pared with $3,880,362 for the preceding year, ac- 
cording to Alfred N. Steele, president. This amounts 
to 954, cents per share of the 5,743,505 shares of 
capital stock outstanding, compared to 674% cents 
per share for the year ended December 31, 1952. 

Gross profit on sales totaled $45,419,752 for the 





information from the A.B.C.B. 


STATE CONVENTION SCHEDULE 


STATE CITY HOTEL DATES DAYS 
Vermont* Burlington Apr. 12 Monday 
Minnesota Minneapolis Radisson Apr. 19-20 Mon.-Tues. 
North Dakota Devils Lake Great Northern Apr. 22-23 Thurs.-Fri. 
South Dakota Huron Marvin-Hughitt Apr. 26-27 Mon.-Tues. 
lowa Davenport Blackhawk May 2-3-4 Sun.-Tues. 


*Please note that the Vermont meeting previously listed has not been scheduled, according to our latest 

















year ended December 31, 1953, compared with $35,- 
002,415 for the year ended December 31, 1952, Mr. 
Steele said. 

Case sales of Pepsi-Cola in the United States at- 
tained a new peak in 1953, representing an increase 
of 15 per cent over the previous record-breaking 
year of 1952, and a 54 per cent increase over 1950. 
According to trade estimates, where available, 
Pepsi-Cola Company’s domestic annual rate of sales 
growth continues markedly to exceed that of the 
soft drink industry as a whole, Mr. Steele added. 
Twenty-four new Pepsi-Cola bottling plants were 
opened in the United States in 1953. 

Stockholders’ equity rose to a new high of $31,- 
607,056 in 1953 from $29,001,926 in 1952. 

In 1953 sales of Pepsi-Cola outside the continental 
United States showed an increase of 26 per cent 
over 1952. Fifteen new Pepsi-Cola bottling plants 
were opened abroad in 1953. With 206 plants in 
50 countries outside the continental United States, 
international operations have become so important 
in the company’s affairs that a wholly-owned sub- 
sidiary, Pepsi-Cola International, Ltd., has been or- 
ganized to conduct all Pepsi-Cola operations out- 
side of North America, and William B. Forsythe 
was elected chairman of the board of directors and 
president of Pepsi-Cola International, Ltd. He will 
continue to serve as first vice president of the 
parent company. 

Herbert L. Barnet has been elected executive vice 
president of Pepsi-Cola Company in Fbruary 1954, 
Mr. Steele said. 


Sugar Quota Increased 
By 200,000 Short Tons 


The U. S. Department of Agriculture announced 
on March 16 an increase in the sugar quota for the 
continental United States for 1954 to a total of 8,- 
200,000 short tons, raw value.The quantity previ- 
ously established on December 14, 1953, was 8,000,- 
000 tons. 

How the size of the quota affects the price of 
sugar was forcibly demonstrated—by a 10 point 
drop in the price of raws—immediately following 


announcement of the 200,000-ton increase. The fu- 
tures market for raws also dropped 6 to 8 points, 
and observers felt that the current price for refined 
sugars in the northeastern area would be the top 
mark for the year. Only a major emergency, they 
believed, could cause a sugar price higher than this 
year. 


Associations in Co-Op Campaigns 


Different approaches are being used by local and 
state bottlers’ associations in various parts of the 
country to sell more soft drinks through coopera- 
tive advertising, or for other objectives. In Arizona, 
the key is a slogan “For Quicker Pickup . . . Drink 
Bottled Soft Drinks’’, which is being used on bumper 
strips for cars, and in other forms. In California, 
three Eureka bottlers—Eureka Beverage Co., Red- 
wood Beverage Co. and Seven-Up Bottling Co. have 
been using newspaper space to tell the story of soft 
drinks to the consumer. Copy stresses the food and 
energy values of soft drinks, their tastiness, lead- 
ing to increased consumption of water, and the 
benefits of carbonation. 

In Washington, the state association is leading 
a coop drive to educate the consumer on the need 
for returning deposit bottles and to counter anti- 
sugar propaganda. Also on a State level, a campaign 
is forming in West Virginia to get the consumers 
aid in eliminating that State’s soft drink tax, which 
has cut sales by more than 25% while surrounding 
States have shown sales increases. 


Seven-Up Plans Increased 
Advertising Budget 


Seven-Up will double its advertising and promo- 
tion budget immediately, according to an announce- 
ment made by H. C. Grigg, president of the Seven- 
Up Company, St. Louis. 

The increased budget will total between $4,000,- 
000 and $4,500,000 a year, Mr. Grigg stated, and 
will be used for media that will provide stronger 
coverage for all sections of the United States. For 





(Continued on Page 11) 
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by DAVID C. ANCHIN 
and JULIAN S. H. WEINER 


Svwina. of the fittest is the law of 
nature and of business. Particularly 
in periods when competition is keen, as 
at the present time, does this law 
threaten large numbers of established 
businesses. 

Profits can be improved only by 
these two steps: 

1. Increase income, and /or 

2. Cut costs 

The first step would involve either 
an increase in sales prices or an in- 
crease in sales volume. However, when 
conditions are tough or uncertain, 
price increases would be bad medicine. 
Increasing sales volume is not easily 
accomplished in difficult times and, 
very likely, would be a slow and un- 
doubtedly expensive process. 

Cost cutting and increasing eff- 
ciency, however, may yield quick, 
worthwhile results. This second step 
for improving profits is the subject to 
which this article is devoted. More- 
over, the measures here advocated are 
specifically directed to small and 


Cost-Cutting for 
Business Efficiency... 


medium sized businesses, who cannot 
afford to be staffed as elaborately as 
big companies. 

Cost cutting must be handled care- 
fully because, if done unwisely, it can 
do irreparable damage and actually 
aggravate the condition it is intended 
to cure. Efficiency improvement must 
be intelligently approached because 
not every good idea is practical, and 
some can have boomerang effects. 
Where a bottling plant has a small 
working force there may not be much 
room for payroll economies but there 
may be big opportunities for improv- 
ing efficiency of the personnel in pro- 
duction, sales, and administration so 
as to yield invaluable benefits. 

For example, if business executives 
can be relieved of details so that they 
can have substantially more time 
available for important matters, that 
would be a big step forward. Of course 
personnel minimization can yield ma- 
terial benefits, not alone in wages and 
fringe costs, but supervision, space, 
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and all the other cost and personel re- 
lation factors. 


CUTTING OFFICE COSTS 


As much progress has been made in 
office devices and procedures as in 
automobiles. Yet many offices are still 
in the “jalopy” stage. 

One of the greatest developments 
in office economy and efficiency is the 
“write it once” technique. Basically, 
this is a very simple, logical idea, 
namely, that nothing should be writ- 
ten more than once if it can be 
avoided, and the mechanics for carry- 
ing out this idea have been tried and 
proven. The amount of rewriting and 
rewriting that is done is enormous 
and unbelievable and not realized until 
it is exposed. 

It is obviously not possible within 
the space of this article to cover the 
numerous applications and economies 
of this “write it once” technique. The 
following examples, however, should 
be sufficient to illustrate the nature 
and enormity of the savings it can 
produce: 


Eliminating Check Stubs and the 
Cash Disbursements Book 


Of necessity, a cash or check dis- 
bursements record is kept for every 
business. The conventional steps gen- 
erally followed in the preparation of 
this record are: 

1. Drawing the check, 

2. Entering the data on the check 

stub, 

3. Entering the same information 
in the cash disbursements book. 
Obviously this is the long way 

around, since three steps must be 

taken for each check issued. However, 
by following the shortcut, described 





David C. Anchin, C.P.A. and attor- 
ney, is a partner of the firm of 
Anchin, Block & Anchin, a New 
York firm of certified public ac- 
countants. Mr. Weiner, also aC.P.A. 
and attorney, is associated with the 
firm. Both authors have written ex- 
tensively on the subject of federal 
taxation. 

This article is part of a series on the 
subject of tax savings and auditing 
procedures for bottlers of soft 
drinks. 
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hereafter, the usual three writings 
can be converted to one. 

Briefly, the “write it once” tech- 
nique, as applied to cash disburse- 
ments, would entail the use of a car- 
bonized check form, printed in dupli- 
cate. The original would, of course, be 
the actual check and the duplicate 
copies would serve as the cash dis- 
bursements book. The forms can be 
printed so as to contain five checks to 
a page. By making the duplicate sheet 
wider than the check form, columns 
can be provided for the analysis or 
classification of the various disburse- 
ments. This check system can be self- 
designed or purchased from a company 
specializing in this type of printing. 

Under the recommended method, 
one writing or typing would replace 
the three separate operations de- 
scribed previously. In effect, the time 
devoted to the cash disbursement rec- 
ord would be cut, at least, in half. 

Here are some other-time saving 
features which can be incorporated 
with the recommended system: 


1. Design the check form so that the 
address of the payee can be shown 
on the face of the check. Such 
checks can then be mailed in window 
envelopes, thereby substantially re- 
ducing the time otherwise expended 
on this procedure. 


2. Purchase of your checks from a 

systems company would offer these 

additional advantages: 
(a) Checks can be printed in a 
continuous sheet roll form which 
will avoid the individual handling 
of checks when they are typed. 
(b) The traditional practice of 
imprinting the amount of a check 
by a protectograph machine could 
be discontinued. This safeguard 
has been replaced by specially 
treating the surface of the check 
on which the amount (in number 
form) is to be typed. 

Although relatively inexpensive, the 
special check forms are not recom- 
mended where the number of disburse- 
ments are negligible. Instead it is sug- 
gested that the customary check stub 
entry be discontinued and that the 
amount of each check, payee, etc. be 
entered directly in the cash disburse- 
ments book. Incidentally, even stand- 
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ard bank checks can be printed so as 
to provide space for the address on the 
face of the check, thereby permitting 
use of window envelopes to expedite 


mailing. 


Reduction of Entries in the 
Cash Receipts Book 


Cash receipts, in the form of checks, 
are frequently handled in the follow- 
ing manner: 

1. For purposes of deposit, each 

check would be listed on a bank de- 

posit slip. 

2. If the items are numerous, the 

total deposit is usually determined 

by way of an adding machine tape. 

3. To provide a permanent record 

these same items would also be en- 

tered individually in a cash receipts 
book. 

In effect each item is recorded three 
times. Although such repetition will 
not increase your income, it will in- 
crease your work. 

This multiplication of entries can be 
avoided by using an adding machine to 
list the items directly on a carbonized 
deposit slip form. The original would, 
of course, serve as the bank’s deposit 
slip. The sources of the receipts, and 
sales discounts, if any, should be noted 
on the duplicate copy of the deposit 
slip. Only the total of each deposit is to 
be recorded in the cash receipt book. 
The duplicate deposit forms would 
serve as a support for these aggregate 
entries. Postings to subsidiary records 
such as accounts receivable can be 
made directly from the retained dupli- 
cate deposit slips. 

Here, too, the “write it once’ 
nique can eliminate about 50% of your 
work by reducing three writings to 


one. 


, 


tech- 


Lavor Saving Equipment 


There are numerous types of equip- 
ment, both for handwritten and me- 
chanical systems, which are designed 
to provide multiple records by a single 
operation. Such equipment is gener- 
ally sold at different price levels, de- 
pending upon the utility and capacity 
of the product, so as to fit the pocket 
books of almost any business, regard- 
less of size. It is important, therefore, 
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to select the model which will satisfy 
your needs, and no more, in order to 
avoid overpaying for such equipment. 

Further economy could also be 
achieved by applying systems equip- 
ment to more than one task where pos- 
sible. For example, consider the case 
of a businessman who was interested 
in obtaining a bookkeeping machine 
which would post his customers’ ac- 
counts and prepare the related state- 
ments simultaneously. However, the 
cost of the machine, although as low 
as $600, was more than be could afford 
at the time. Fortunately, his accoun- 


improving health and morale, and 
minimizing staff turnover and errors. 
The day’s work can be completed daily, 
and delays in getting out sales in- 
voices (freezing capital) can be 
avoided. Overtime work, costly and 
often inefficient, can be reduced or 
eliminated. All of this is possible if 
office work is on a “write it once” 
basis wherever possible, and the most 
modern ideas in office mechanics are 
used. (While this discussion has been 
limited to office procedures, the very 
same principal of streamlining can be 
applied to plant and production opera- 








Needless duplication of “paper work” is as costly as unnecessary 
production expenses. Simplified office and sales report procedure often 
results in time made available for business-getting purposes. 


tant happened to learn that he in- 
tended buying an adding machine for 
about $300. Since this bookkeeping ma- 
chine could also be used in that capa- 
city, its purchase required an addi- 
tional outlay of only $300 which was 
more than offset by the labor savings 
it produced. 

Therefore, in appraising the merit 
of systems equipment, consideration 
should always be given to the possi- 
bility of a dual purpose application. 

The foregoing improvements, and 
others not mentioned, can be benefi- 
cial not alone in cutting payroll costs 
but in other ways that may prove even 
more advantageous. They may reduce 
pressure on the office force, thereby 
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tions to avoid duplication of work, un- 
necessary overlapping of functions, 
etc. which is so costly in today’s labor 
market. ) 

It should be realized, however, that 
the structure of each business, like that 
of each individual, will usually differ. 
So what may cure another’s bookkeep- 
ing problem may only aggravate yours. 
It is important, therefore, that a sys- 
tem be tailored to fit the actuai needs 
of your business, and not another’s. 

Accordingly, bottlers would do well 
to thoroughly review their office oper- 
ations with their accountants or sys- 
tems specialists if they are interested 
in enjoying the benefits of office econ- 


omies. 
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FRANCHISE INQUIRIES FOR 
OPEN TERRITORIES INVITED 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 


Los Angeles 23, California 3 
Franchise inquiries for Mexico, Central and 

South America address ine rege 
Nesbitt’s de Mexicc Nes ‘e) 

Edif. La Reinera, Desp 216, M terrey, N. | Mex 52 Queen Street 
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GRAND COULEE DAM 
Located on Columbia River, Wash. 
553’ high, 4300’ long at crest. 


Photo by David W. Corson 
From A. Devaney, N.Y. 


WEDG-WALL 
Beverage Bottles 


“Fire Polished” 
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Like Grand Coulee . 
Wedg-Wall Bottles are wedge-shaped for strength. This 


. . the world’s most massive dam... 


Thatcher sidewall construction produces beverage bottles 


that are better able to withstand abuse. 


This is the reason why Wedg-Walls re- 
sist rough treatment inside the plant 
and out in the trade. And it's also the 
reason why they make more round trips 


See for yourself how much stronger 
Wedg-Walls are! Ask your Thatcher 
representative to show you a sample 
bottle similar to the one illustrated here. 





than ordinary beverage bottles. Thatch- 
er Wedg-Walls are better balanced 
bottles too . . . have smooth “‘Fire-Pol- 
ished” Lips that provide a perfect seal- 
ing surface. 


Or write Thatcher Glass for full de- 
tails on these better beverage bottles. 


“Pyroglaze” 
Label 





THATCHER GLASS MANUFACTURING COMPANY, INC., Elmira, N.Y. 


Factories: Elmira, N.Y. Streator, Ill. 


Wedge-Shaped 
Sidewalls 


Lawrenceburg, Ind. Jeannette, Pa. Saugus, Cal. 


Representatives In Principal Cities 
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To the Editor: 


We plan several promotions for the next six 
months, but just what they will be we do not know 
as this business is in sort of a turmoil, due both 
to various price structures for the product as well 
as deposits, and now the cans which we have in our 
territory. I just read recently in the Wall Street 
Journal that the Pabst Brewing Co. is coming out 
with cans called Tap-A-Cola and will test this prod- 
uct in the Syracuse and Rochester markets. With 
distributors such as Pabst and other major brew- 
eries, I think it is high time that Parent Companies, 
as well as individual bottlers, give serious thought 
to what is going on in the industry. Naturally as an 
individual bottler, we are watching the situation 
closely from a local angle. We just recently formed 
a local Association which will function about every- 
thing pertaining to the soft drink business except 
price, as we have one major competitor who is 
still at the .80 level with a .50 deposit. Our local 
organization could not have been formed unless 
we agreed to taboo any discussions as to price or 
deposit, both on bottles and cartons. 

The price situation in Albuquerque is as follows: 
We are $.96 plus $1.00 deposit on 12 oz. RC and 12 
oz. Nehi. We do not bottle anything smaller except 
Par-T-Pak splits, and they, 


deposits 


too, are .96 plus $1.00 


Canada Dry and Clicquot are both $1.60 plus 
$1.00 deposit. Pepsi-Cola 12 oz. is .96 plus $1.00 de- 
posit, but they also bottle an 8 oz. Pepsi and 8 oz. 
Nesbitt Orange at .80. Coca-Cola is .80 plus .50 de- 
posit. Seven-Up is .96 plus $1.00 deposit. In the 
Southern part of the state most bottlers are still 
.80, but in the Northern part and Western part they 
are .90 plus $1.30 deposit. For instance, Gallup, New 
Mexico, which is just to the West of us, is .90 plus 
$1.30 deposit, however it is my understanding that 
they are going to $1.20 and reduce the deposit to 
.80. The bottlers in Durango, Colorado, which serv- 
ice quite a bit of New Mexico in towns in which 
there are no bottlers and have franchises for that 
particular territory, are $1.20 for 6 to 8 oz. and 
$1.40 over 8 oz. 

Sam A. Minces, President 
Nehi Bottling Company 
Albuquerque, New Mexico 
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CLAY COATED BOXBOARD 


General Sales Administrative Offices 
228 North LaSalle Street, Chicago 1, Illinois 


Special Representative GEORGE M. O’NEIL CO., INC. 


ACM CARTONS 


=> 


271 North Avenue, New Rochelle, New York 
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TALK OF @a@THE TRADE 


several years, Seven-Up has advertised heavily in 
magazines and the comic sections of Sunday news- 
papers. 

“Each of the 24 years since Seven-Up was intro- 
duced in 1929, it has had an increase in sales,” 
Grigg commented. “In this silver anniversary year, 
we are determined to get a substantially larger 
share of the soft drink market. Surveys and research 
have shown that the potential for Seven-Up justi- 
fies expansion and intensified promotion by Seven- 
Up bottling operations. The parent company is lead- 
ing the way for more aggressive selling of the en- 
tire market through all types of retail outlets and 
the placement of thousands of exclusive Seven-Up 
vending machines.” 

An important part of the intensified sales de- 
velopment program is an arrangement with the 
Selvend Corporation of Kansas City to manufac- 
ture a line of soft drink vending machines designed 
for the exclusive vending of Seven-Up bottles. These 
Seven-Up vendors are being placed in retail and 
consumer locations throughout the franchised terri- 
tories in the United States. 


Some Food Colors Found Harmful 


Food and Drug Administration pharmacologist, 
B. H. Vos, has made known that three commonly 
used red and orange food coloring agents have been 
found harmful. 

He urged that the colors, designated officially as 
orange No. 1, orange No. 2 and red No. 32 be barred 
from food uses. They now are used in candy, cakes, 
hot dogs and soft drink beverages, cosmetic drugs 
and coloring oranges. 

The FDA scientist submitted to a hearing exam- 
iner data gathered during recent tests performed 
at Government Laboratories. He reported that in 
certain dosages, all three of these coal tar colors 
produced illness and death in rats and dogs. It was 
pointed out at the hearing, however, that in the 
concentrations ordinarily used, the colors probably 
are not harmful to man. 


Eight Flavor Line in Cans 
Introduced in South 


The nation-wide trend to canned soft drinks has 
reached the South with the introduction by Mi-Ame 
Canned Beverages Co., Miami, Florida, of its eight 
flavor line. Charles G. Lavin, executive vice presi- 
dent, reported consumer reception for the initial 
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ROOT BEER COMPOUND —4 07. 


Excellent heavy color and delicious flavor, 
gaining constantly in popularity 


NO. 2 ROOT BEER COMPOUND —4 072. 


For a creamy smooth and rich thirst quencher 


OLD-FASHIONED ROOT BEER COMPOUND —4 02. 
A superb taste treat with that good old-fashioned flavor 


MOZARK ROOT BEER COMPOUND —4 02. 
More foamy and with a slightly different flavor 


Ask about other Red Seal Root 
Beer Extracts and Compounds 
that may meet your requirements 
more exactly, especially for 
strength. 


WARNER-JENKINSON MFG. CO. 


Monvfacturers of Certified Food Colors, Extracts, Flavors, Vanillas 


ESTABLISHED 1905 ° 2526 BALDWIN ST. 


ST. 


Smooth and mellow, rich 
with creamy goodness, no 
other beverage can be more 
delicious and satisfying 
than root beer made with 


Red Seal Compounds 
and Extracts. 


TAGLOE matw 


SEAL 


7 row\® 


LOUIS 6, MO. 
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month as “excellent”. Chain stores are primary 
outlets, at this time, for this new line of canned 
beverages. 

According to executives at the company, the Mi- 
Ame operation is the first plant to use the Dacam 
cartoning system with cone-top cans. Under the De- 











— Dacam Corp. 


Mi-Ame Canned Beverages Co. introduced this home 
carrier carton which holds six 12-ounce cans supplied by 
Crown Can Co. The carrier is automatically formed and 
packed at Mi-Ame by Dacam Corp. machinery, using car- 
tons supplied by Old Dominion Box Co., Inc. 





cam system no capital investment is needed for car- 
toning equipment. Cartons are supplied by Old 
Dominion Box Co., Inc., of Charlotte, N. C., or other 
carton manufacturers licensed by Dacam and the 
cartoning equipment is made available with the 
carton order. 

Mi-Ame introduced its chocolate malt January 
and in February began marketing orange, grape, 
strawberry, cola, cream soda, ginger ale and root 
beer. 


Alfred N. Steele To Be Honored 
At UJA Dinner 


Alfred N. Steele, president of the Pepsi Cola Co., 
will be the guest of honor at the annual dinner of 
the carbonated beverage and syrups industry for 
the United Jewish Appeal on Monday, May 3, at 
the Essex House in New York. 

This announcement was made by Philip Ruben- 
stein, vice president of the Pepsi Cola Metropolitan 
Bottling Co. and 1954 chairman of UJA’s Carbo- 
nated Beverage, Syrups and Allied Trades Divi- 
sion, at a meeting of top industry leaders recently 
in New York. In rallying the industry behind the 
climactic dinner of the campaign, the chairman paid 
homage to Mr. Steele’s long and distinguished record 
of philanthropic work. 
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THE COVER PICTURE 


THE COVER PICTURE 


A determined offensive against the 
State’s discriminatory tax is being 
made by West Virginia bottlers. 
The placards tell the story. The big 
test will come next year, when the 
State legislature meets. 
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What's The Noise All About? . . . 


To PEOPLE outside our industry, the trade appears 
to be in a perpetual turmoil over such things as prices, 
package differences, deposits, selling tactics (or should 
we say price cutting?), the advent of new products, 
and other things. We don’t deny for a moment that 
these things exist, but we do not consider them as signs 
of an internal upheaval. Rather, they are the normal 
“buds” on a fast-growing industry, whose roots are 
deep in consumer confidence and which has been a 
familiar part of the American scene for over a hun- 
dred years. 


In other words, we are going through a normal, 
evolutionary stage which exhibits sharper contrasts, 
perhaps, than others of the past. If there is a “fight” 
going on, it is not an internal one. Rather, it is the 
growing recognition among bottlers that their personal 
welfare and that of their industry depends on how well 
they vie in the market place against hundreds of other 
products with which they really compete for a share 
of the refreshment dollar. 


As one trade expert put it recently, we are “compet- 
ing for tummy space!” The scope of this observation 
can be gauged from the fact that the average food 
store normally sells something like 3.000 different 
food items with at least a couple of dozen which 
are commonly acknowledged as direct competitors of 
soft drinks—candy, ice cream, fruit juices of all kinds, 
flavor powders, home-mix sirups, gum, etc. Even beer 
and wine fall into this category, as do coffee and tea 
and under certain conditions, milk. 


Fact is, what many of the other industries are doing 


is germinated by the activities of the bottlers. They are 
manifested in such things as vegetable-based ice creams, 
“low-calorie” beers and non-sugar chocolate bars. The 
makers of all the products listed are worried over the 
advent of soft drinks in cans, because it obviously in- 
troduces selling and merchandising complications for 
them. They are concerned about the increased adver- 
tising pressure exerted by the bottlers; the optimistic 
articles in the business magazines and financial news- 
papers concerning the industry. They are anxious about 
the wider profit margins offered the retailer by soft 
drinks, as compared to their own products, and par- 
ticularly so about their degree of consumer acceptance 
and use (high turnover rate). Many of them envy us 
the ability to expand operations and distribution 
through vending machines and are seeking ways to 
emulate us. 


All of which puts us in the position of practically 
leading the parade, instead of merely being a drum- 
beater just ahead of the clean-up squad. The competi- 
tion for “tummy space” is even more exciting since 
our population is growing at the rate of over 3,000,000 
people a year, adding that many gastronomical cavities 
to the 160 million we already have been filling with 
ever-increasing quantities of soft drinks. 


That we are far from perfect is also true. Soft drink 
per capita sales have risen at a slower rate than the 
population growth, which means we still have great 
possibilities for improvement in our own operations. 


So that’s what we’re fighting for—tummy space. 
How are we doing? OK. Can we do better? Heck. 


! 
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Pre-Selling System 
Boosts Sales Volume 


Louisiana bottler finds unique pre-selling 
system superior to driver-salesmen 
methods ... achieves increased volume 
and distribution efficiency with less 
personnel. 


S ack in the rationing days of 1945, salesmanager 
Gus Phillips thought it would be a nice gesture to 
tell customers of Cub Beverage Company a day or 
ahead of time, just what they were going to get 
on the next delivery. The customers liked the 
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In the store of a typical grocer customer. salesman 
B. Roy Harlow has checked the stock and determined 
the proper order for tomorrow's delibery. The order 
pad brings the grocer up-to-date on his current stock. 








After the salesman‘s call on the following day. the order is delivered quickly by helpers 
while the driver Guy Vinci computes the invoice, collects and gives the merchant a 


receipted bill for his records. 


thoughtfulness, even if they couldn’t get the bottled 
goods. So it was perhaps only natural that when 
rationing eased, Cub salesmen continued to stop in 
to talk about the next delivery—and this efficient 
Shreveport, La., bottling plant found itself with 
a pre-selling system. 

“Every passing day makes me more certain that 
I’d never go back to a driver-selling system,” asserts 
Edward Streun, who feels that he 
is handling greater volume more satisfactorily with 


Proprietor J. 


less personnel, than could be done under the former 
conventional method. 


Cub’s system, perfected over the years, is, like 
ail good plans, entirely simple. There are two sales- 
men, who handle all the pre-selling ; two drivers who 
handle all the routes. The salesmen work a 5-day 
week from Monday to Friday; the drivers follow 
with a similar work week from Tuesday to Satur- 
day. 


The salesmen use their own automobiles for mak- 
ing calls. They start the day with a stack of order 
forms have 
been prepared in the office. Each order form is a 


serially numbered by stops—which 
two-part carbon set. Addressographed with the cus- 
tomer’s name and address, the proper spaces are 
filled in to show the number of cases of each Cub 
item which the dealer had on hand after the previous 


week’s delivery! 


On making each call, the salesman inventories 
stock and enters his figures on the second line of 
the order form. Subtracting present inventory from 
previous is a matter of a few seconds on the third 
line, which is printed in red, “You Have Sold”. 


Now the salesman is ready to talk to Mr. Dealer 
intelligently—not on the basis of how many empties 
he can find, or how few cases the dealer may think 
he wants, but factually on the basis of what has 
been sold during the past week and therefore what 
needs to be replenished. 


With actual figures before him, the salesman can 
do real selling if it appears that the dealer is not 
carrying enough of certain flavors, or if the dis- 
tribution appears unbalanced. The salesman is con- 
cerned only with sales figures and with selling and 
is not distracted with the details which may bother 
a driver. If the dealer is busy at the moment, it is 
easy for the salesman to recall a little later—a thing 
which could not be done easily by a driver and his 
truck. And finally, the dealer signs the order, which 


is indicated for gross dollar value as well. 


A day’s route—which runs anywhere from 50 to 


80 stops—is usually completed by the salesman in 
the early afternoon. Upon his return to the office, 
the salesman works up the load totals for the driver 
next day, if necessary splitting the route into two 
or more trailer loads. Cub’s large trailers are rated 
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at 420 cases, will carry 475; and the small trailers 
have a 260-case capacity. By experience, two helpers 
have no trouble at all in hustling 1000 cases into 
stops within one day. 

When the driver goes out—with two helpers in 
the Louisiana fashion—he, too, becomes an execu- 
tive. From his clipboard or metal case, he calls off 
the order which one helper assembles while the 
other is rounding up empties. “Our drivers,” says 
Salesmanager Phillips, “never dirty their hands. 
All they touch is orders and money!” 

Deliveries are made rapidly because there is no 
cause for delay. The merchant has signed the order 
the day before and knows both the quantity and the 
price. Only the number of empties is subject to any 
adjustment. The dealer gets the original signed 
order as his invoice; the yellow copy goes back 
to the plant with the driver’s report. 

At the plant, an adding machine tape is run on 
the order carbons while the load is being checked 
in. Unavoidable human errors show up—usually 
dimes over or short due to the driver’s error in 
figuring. For every such error a note slip is made 
out and attached to next week’s order blank. Good- 
will is created when the salesman says, “Bill, here’s 
a dime for you! Our driver overcharged you last 
week!”” And conversely, when it’s a dime to be col- 
lected, customers cheerfully “‘come across.” 

Finally, the carbons are used to create a new set 
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SIMPLE ORDER FORMS PROMOTE EFFICIENCY 


Order sheets used by the Cub Beverage salesmen are 
imprinted from Addressograph stencils. Indicia at the left 
show the route number and salesman’s name. Large num- 
bers at right are serial number for the present route, 
printed by machine at the same time the stencil is printed. 
Date below stop number is date of scheduled delivery. 
Office personnel fill in the number of cases of each flavor 
from the previous delivery slip. 








J. Edward Streun (right), owmer of the Cub Beverage 
Company, is shown reviewing delivery tickets and route 
reports with his salesmanager Gus Phillips. 





of forms for next week’s selling, with office per- 
sonnel transcribing the inventory figures. 

Cub’s drivers and salesmen work on a straight 
salary basis, with a Christmas bonus based on com- 
pany profit. While substantial volume gains have 
been recorded during the past eight years, volume 
today is near the peak that present crews can 
handle, and spectacular further increases are neither 
desired nor anticipated. 

The advance-selling system is held by Ed Streun 
to possess many advantages, among which the fol- 
lowing are listed (not necessarily in order of im- 
portance): 1. If a salesman should be sick, absent 
or on vacation, any other employee of the firm can 
pick up the stack or order blanks and follow through 
on a competent selling job. 2. Without the necessity 
to handle merchandise, the salesman is able to do 
a more careful job of actual selling. In Cub’s case 
“selling” means merely maintaining the market posi- 
tion and the record of last week’s inventory makes 
this easily possible. 

3. Signing an order impresses the merchant with 
the idea that he is “buying” of his own volition 
rather than being loaded. It also reminds him to 
be sure and have his empties conveniently ready 
for pickup. 4. Separating the selling activity from 
the delivery activity makes it possible to keep older 
men who are experienced in dealer contact and sales 
work, but whose age might be a deterrent in the 
more arduous job of truck driving. 

Cub sells only its own label flavor lines, bottled 
on two automatic Dixies with a 120 D & L Soaker. 
The plant uses the rack-loading plan illustrated in 
the accompanying photos. 

Cub sells its 12-0z. product at the equivalent of 
$1.01 a case (Cub packs a 15-bottle case priced at 


63 cents) as compared to the usual 96-cent price 
in the Shreveport market. “We have been a few 
pennies higher than competition for a number of 
years,” explains Mr. Streun, “and have not observed 
that it makes the slightest bit of difference in our 
selling problem. 

“Within my industry experience I have found 
that the dealer we are all talking about as the guy 
who ‘won’t pay’ more than a certain price for car- 
bonated beverages, is pretty well in the habit of pay- 
ing a different price to every supplier on almost 
every item he buys for his store. A difference of a 
few pennies in the cost of a case of carbonated 
beverages just doesn’t register on his mind at all! 

“I believe that so far as bottlers are concerned, 
the average dealer really wants only one thing: he 
wants the business of buying to be simplified so that 
he can easily buy as much as he needs—as much as 
he sold last week—and not worry about being over- 
loaded on individual brands and flavors- 

“And that, precisely, is the problem that our 
selling system is solving for the dealers in the 
Shreveport area!” 





The Cub Beverage plant works with a modern rack sys- 
tem. Cases coming off the end of the bottling lines are 
stacked on racks and not rehandled until the store door. 








A loading scene at the Cub Beverage plant in Shreveport, 
Louisiana. The fork truck slips racks onto and off the 
big-capacity Cub trailers. 











How Many of the 
Big 6 
Franchises 
do YOU own? 


It’s Smart To Own One Or More — 
And You’re Missing A Good Bet If 
You Don’t Own A DAD'S Franchise 





















IF YOU'RE A DAD'S BOTTLER, count your blessings: 
You’re in great company .. . have recognition... 
command a firm market price and enjoy con- 
tinued growth due to established consumer ac- 
ceptance . . . supported by a parent organization 
that cares about you . . . backed by advertising 
that sells, merchandising that moves, constant 
sales programming that counts—in 
dollars and cents. 


IF YOU'RE NOT A DAD’S BOTTLER, you’re 
missing one of the proudest, most secure 
and profitable opportunities for com- 
pany improvement you’ve ever known. 
Better look into a Dad’s franchise 


right now. 


DAD’S ROOT BEER COMPANY 
SS 2800 N.Talman Avenue Chicago 18, Illinois 
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Canada Dry Launches New 


Premium Promotion 

Canada Dry is launching a premium promotion 
with an offer of imprinted personal stationary in 
return for two bottle caps plus fifty cents, an offer 
which is expected to have strong consumer appeal. 

W. S. Brown, director of advertising, said that 
Canada Dry has arranged to offer the Hammermill 
Bond stationery, with the recipient’s name and ad- 
dress nicely printed on every sheet and envelope. 
To ensure that consumers will appreciate the value 
(fifty sheets and 25 envelopes of this quality, with 
personal imprint, have a retail value of $1.19) 
actual specimens of the printed stationery will be 
mounted on the store display material, of which 
there is a wide assortment. Pads of order blanks 
are also attached to the displays, so that retailers 
need not be bothered wtih such details of the pro- 
motion. 


Bottling Concern Expands 

The Myer 1890 Bottling Company has leased the 
one-story building at 1 Nassau Avenue in the Green- 
point section of Brooklyn, New York, and will take 
possession early this summer after alterations have 
been completed. The building contains 81,000 square 
feet of space and also has yard space with 15,000 
square feet. 
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SUA L sores 


CONVERT YOUR “PICK-UP” 
TO A MODERN SERVICE truck! 


Quickly...and at low cost...you can mount 

these All-Steel, Welded Side Boxes on ANY 

MAKE OR MODEL of pick-up truck. Keep 

tools and equipment dry, safe, organized. 
Write today for Literature and Prices 


STAH L METAL PRODUCTS, INC. 


3490 W. 140th ST., CLEVELAND 11, OHIO 
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Big displays like this, tying up dart boards and posters 
with Golden Age racks, were seen in many Houston area 
stores. 





In Premium 


There are two big factors in a 
premium, Houston, Tex. bottler finds 
—first, find a good one and then give 
the dealer a profit on it. 


Gave the dealer a generous profit on a premium 
deal and he will get solidly behind it. That’s the 
good word of advice from Carl Lipp, salesmanager 
of Golden Age Bottlers, Houston, Texas, who is 
just completing a successful “push” on a dart board 
deal. Joe Darsky is president and general manager. 


Two thousand of the boards were eagerly bought 
by dealers in the first two days of the promotion. 
When the shipment of 5000 boards was exhausted, 
the deal was discontinued. “It’s better to be sold 
out and turn down requests than to try to work off 


a tag-end stock,” counsels Mr. Lipp. 


The boards, approximately two feet square and 
painted with a two-color target, came envelope- 
packed with three darts. Representing a normal 
retail value of 98 cents, Golden Age turned them 
over to dealers at the 45-cent cost. As the signs in 
the photo show, the consumer deal comprised two 
quarts of Golden Age (value 33c) with the board 
for a total price of 98 cents. The dealer thus realized 
65 cents for each dart board, or a profit of 20 cents. 


“What I like best about this deal,” Mr. Lipp as- 
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Sam Fitzwater always drives straight down the fairway 
when he gives his bottler friends timely tips on flavors. 
So if you want to tee off on a big Spring profit season, 
| take Sam’s advice and push these two luscious fruit 


Promotion 


flavors: 


223 ORANGE—Here’s a brand new Twitchell flavor 
that’s sure to get you new orange business! Its taste 
... wonderful! A rich, golden-yellow appearance helps 
sell this one. 


serts, “is that it gets a Golden Age sign right into 
the home! As long as the game is played, people 
will be reminded of Golden Age beverages.” 


Darts is a favorite game in the Houston area. 
The deal offer was promoted on TV spot announce- 
ments. After a few months, Mr. Lipp feels, it may 
be desirable to offer some other home game with 


similar advertising possibilities. 


BLACK CHERRY —Far above any ordinary cherry 
flavor! This has a natural fruity taste derived from the 
special cherry extract and other natural flavors we use. 
Color’s an eye-catching dark cherry hue. 



















Sam Says: Mr. Bottler, to get these fine 
Twitchell flavors, just fill out and mail this 
handy coupon today ! 





Fill my order for: 
Gallons 223 Orange 
Gallons Black Cherry 


Please send me: 
[_]Samples of both 


[_]Send me Twitchell Talks 
(newsy 32-page magazine for bottlers) 


Firm Name 
Street 
City 


Zone State 
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Signed by 
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This is market research! Salesmanager Carl Lipp pretests at ti ae oe St eit 
a dart board in the privacy of his own office. He has e 85 years of service to bottlers — 


became an excellent marksman! it of ; ONT. AND HADDON AVES. @ CAMDEN 4, Ned - 
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Greater Economy 
by Any Measure 


NEW ZEPHYR 
BODIES for ‘54 


DRINE 


Cola 


Measure it by any yardstick, you will get more 
in value and performance out of your Zephyr 
beverage body than out of any other body you 
ever owned. 


You'll get lightweight all-steel specialized con- 
struction that cuts delivery costs and provides 
space for greater payloads. 


You'll get Specialty engineered construction that 
cuts body weight by as much as 500 to 1000 lbs., 
with consequent economies in gas, oil, tires, 
maintenance. 


You'll get special value features that speed load- 
ing and unloading. Advanced engineering in 
pallet and patented rack designs. 


Write Today on Your 
Immediate Requirements 


SPECIALTY ENGINEERING CO. 


Torresdale Ave. & Pennypack St., Philadelphia 36, Pa. 





Qualities of a Successful Bottler 


You are interested in your future! Charles F. 
Kettering, the General Motors genius, puts it this 
way: “We should all be concerned about the future 


because we will have to spend the rest of our lives 
there.” 


To put it bluntly there are those who will cash 
in on it, and there are those who won’t! 

You have perhaps noticed that the program gives 
the title of this talk as “LET’S LOOK AT A SOFT 
DRINK BOTTLER”’—We’re going to do just that, 
but instead of one, we’re-going to -look at two bot- 
tlers—One who won’t take the opportunity that the 
future holds, and the other who will take the oppor- 
tunity—lIt’s a strange but lucky thing, I guess, that 
opportunity never wears the same face for two 
people. 

First, let’s look at the one who won’t and dispose 
of him as quickly as possible—Certainly you are 
not interested in a predestined failure. 

This predestined failure as a bottler may or may 
not have a modern well-equipped plant. 

He may or may not have a beautiful fleet of 
trucks. 

He may or may not have an adequately populated 
territory. 

He may or may not have a product that is well 
accepted. 

However, to be charitable, give him the best of all 
these things and look at the things that will mark 
him a sure loser. What he won’t have will be 
1. The ability to transmit enthusiasm to his or- 

ganization. 


by BILL JAY, Vice President and 
Sales Manager, The Squirt Company 


Presented at the Washington State Bottlers 
Convention, February 9, 1954, 
Tacoma, Washington 


The ability to attract and keep good men. 


The inner drive that so often spells the differ- 
ence between success and failure. 


He won’t recognize the fact that the real pay-off 
comes in moving his soft drinks from the re- 
tailer to the customer and not in the simple 
delivery process from his plant to the retailer 
outlet. 


He won’t recognize the fact that sales, adver- 
tising and merchandising are as much or more 
a part of a successful operation as the produc- 
tion and delivery process. 


And finally he won’t recognize the fact that a 
poor sales force is a direct reflection of his own 
attitude towards the importance of the sales 
function in his business. 

Yes, there are more things this predestined fail- 
ure won’t recognize, but in those six points you 
will find the basic reasons for his failure. 

Now let’s look at the brighter side—Let’s look 
at the soft drink bottler who will make a success, 


and who will recognize and accept self-evident facts 


that spell a successful future. 

Who is this bottler? Well, you’ve got me—I have 
not found him yet, but I have found many, and all 
of them successful, who have come mighty close 
to the pattern I’ll outline. No I can’t tell you who he 
is, but I can tell you what he’s like 

First, he’s an enthusiastic guy, and when I say 
enthusiastic I don’t mean the back slapper or the 
personality-plus type. His enthusiasm is contagious ; 
you don’t have to talk to him five minutes before 
you realize that here is a man who enjoys the 
bottling business. He’s enthusiastic about his prod- 
uct—his organization—his customers, the present, 
and he’s confident about the future. 

Second, when you meet this organization you be- 
gin to see his own enthusiasm reflected within it. 
You find a plant crew that. takes pride in the prod- 
ucts they produce and the clean plant they main- 
tain—You find sales or route supervisers who have 
come up from the routes because, as the business 
grew, they earned their jobs—You find driver sales- 
men whose day’s work reflects an honest hard work- 
ing effort because they too are provd to be a part 
of a growing business that will some day offer them 
the opportunity they seek. 

Third, you discover in this bottler an inner drive 
that gives you a feeling of confidence ia his ability 
to forge ahead in spite of any difficulties or prob- 
lems that might arise. He has a goal and he’s travel- 
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PRIDE IN THE PRODUCT... 


Enthusiasm about product, organization, plant and rolling 
equipment is reflected by everyone at the plant. 





ing a straight sure path towards its realization. 
Here again you find this inner drive reflected 
throughout his entire organization. They too are 
traveling that same sure path. 

Fourth, this man recognizes his success in the 
bottling business will be in direct relation to his 
ability to move his products from the retail outlet 
to the consumer. He realizes there is no profit for 
anybody until the cycle which puts his product 
in the hands of the consumer is completed. 

And, fifth, he gears his advertising, merchandis- 
ing and sales efforts toward moving his products 
to the consumer. How does he do this? By an in- 
telligent approach to the particular problems pre- 
sented by the soft drinks he bottles. He knows 
that the various types of retail outlets represented 
by the cards in his route books care little, if any- 
thing, for either him or his products—They are 
interested only in his ability to give them turn- 
over and profit through the medium of the products 
he bottles. He realizes that he doesn’t lose business, 
but it’s taken from him by someone else with 
better advertising, better merchandising or better 
salesmen! 

If he is a franchise bottler, he will have various 
types of advertising from which to choose, such as 
newspaper 24-sheets, TV or radio. He will select 
what he feels is best for his territory and do a 
thorough job with the one medium rather than 
scatter his shots and do an ineffective job through 
the use of two, three or even four of the available 
media. He will also have many merchandising or 
sales promotion plans from which to choose. Here 
again, he will select the one best suited to his par- 
ticular needs, whether it be a sampling program, 
a premium plan or a special promotion designed 
to build sales in a particular segment of his busi- 
ness, such as package liquor stores, bars, the giant 
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The competitive, hard-hitting National 
and Local Market advertising, merchandising 
and Sales Promotions by The Squirt Company 
are only part of the marketing 








achievements which are moving Squirt and 
its bottlers to the top in the soft drink field. 








































LOCAL MARKET PROGRAMS 


e FULL PAGE, 1000 Line Color and 
Black & White Newspaper Ads 


BRILLIANT 
ALL COLOR 
NATIONAL CAMPAIGN IN 












e TELEVISION 

¢ OUTDOOR and RADIO 
e PROMOTIONS FOR MIXER BUSINESS 
¢ SAMPLING 


e P.O.P. and the NEW 
Tartan-Carton Carry Home 


Reaches one out of every 2.8 
people in a bottler’s market... 
a powerful pre-selling appeal to 


millions of Consumers 


THE SQ 











IRT COMPANY 
202 SOUTH HAMILTON DRIVE 
BEVERLY HILLS, CALIFORNIA 


Why not find out about the § 
Squirt Franchise in your territory. Qy 





Write today! 
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() CAPITAL OUTLAY 


() MAINTENANCE 
" EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid COz2 Delivery and Storage. 


They know how CARDOX CO2z is delivered by 
tank truck and pumped by the fon into the 
CARDOX Storage Unit at the plant... How the 
System saves labor— reduces COz consumption 
and losses—eliminates servicing interruptions 
— simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they cari 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it’s done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO2 Supply Depots at: 
Oakland, Calif. 


Norristown, Penna. 
Los Angeles, Calif. 


= 


and pay for all normal maintenance. All you pay 
for is the CARDOX COz you use, at the very 


reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


2k Based upon reasonable consumption requirements 


BELL BUILDING + CHICAGO I, ILLINOIS 


Suffolk, Va. St. Lovis, Mo. Barberton, Ohice Dearborn, Mich. 
San Diego, Calif. Phoenix, Arizona Cabin Creek, W. Va. 





SALES GOALS FOR SUCCESS 


The bottler recognizes that his success is di- 
rectly related to his ability to move his prod- 
ucts from the retail outlet to the consumer. 





supermarkets or food stores. Having chosen his 
advertising and merchandising, he then proceeds to 
gear his organization for the sales effort. They will 
be told what is to be done, why it’s being done and 
how it will be done, and they will do one job at a 
time and do it thoroughly. 

The sixth point, and this is an important one— 
this bottler is hard to find in his plant—if you 
want to spend time with him, you’d better be down 
early and be prepared to spend a good part of the 
day in the trade, or you can call a day ahead and 
make an appointment for the evening because you 
will find that is the time he may have free to dis- 
cuss his plans for a bigger future, and even then 
you may find that he will want to do some research 
work in some of the local taverns to check displays 
or the quality and quantity of the concoctions ordi- 
narily served in outlets of this type—Seriously, do 
you know why this guy is hard to find at his plant 
during the day? I’ll tell you why—he realizes that 
a poor sales force is a direct reflection of his own 
attitude towards the importance of the sales func- 
tion in his organization. He’s out in the trade to 
He knows the retailers 
who are his customers—He’s getting new ones and, 
through his work in the field, he understands the 
problems of his sales force, and you might find him 
in a market or food store standing in front of a 
display of his own products asking himself this 
question—‘‘What have I done in this store to in- 
crease sales and assist the operator in making more 


in the sales effort 


assist 


money with the sale of my brands?” 

Yes, there is a bottler who understands the im- 
portance of the sales function because he himself 
is an active part of it! 

There is a picture of a bottler who need have 
no fear of the future because if he is backed up 
at a fair price, and sale- 
The future belongs to 


with a saleable product 
able ideas, he can’t miss 


him! 
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(Editor’s Note: Because many prob- 
lems continue to puzzle and challenge 
the members of the soft drink indus- 
try, we are pleased to present Mr. 
Houston’s provocative speech deliv- 
ered at the recent sectional meeting 
of the National Automatic Merchan- 
dising Association. While some of the 
problems contained herein, such as the 
trend to automatic catering, do not 
directly at this time touch the bottler, 
they do help to present the important 
forces affecting the industry and to 
provide an excellent background for 
down-to-earth thinking in the evalua- 
tion of soft drink vending. Mr. Hous- 
ton, president of the N.A.M.A. and 
of Spacarb, Inc., has had an extensive 
background in automatic vending and 
merchandising and is considered one 
of the outstanding authorities in the 
field.) 


Problems in Vending... 





by I. H. HOUSTON 


President, Spacarb, Inc. 


Stamford, Conn. 


The trend towards full time vend- 
ing or automatic catering in our in- 
dustry—with particular emphasis on 
the growing importance of sanitation, 
our lack of adequate credit or financ- 
ing facilities, and N.A.M.A. are the 
most important forces affecting our 
industry today. 








Despite the desirability of brevity, 
the first of our topics must be broken 
down into three parts: full-line vend- 
ing, automatic catering and proper 
conformance to the highest standards 
of sanitation and safety. There has 
been a tendency on the part of some 
in our industry to lump the first two, 



















For a Better 
Buy 





Now s the time to buy 


FRONTIER DISPLAY RACKS 


BE PREPARED FOR A BIGGER PROFIT SEASON! 
MORE SALES — MORE PROFITS WITH FRONTIER! 





Gaco Tufbilt 


Specify 
Beverage Cases 


BETTER APPEARANCE ... a difference you can see 

. is a part of every Gaco Tufbilt Beverage Case. 
Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 
Gaco Case a completely solid finish for improved 
luster, durability. Send us your order today . . . see 
why Gaco Tufbilt Cases 






Yes, please send us the new PRONTIOR CATALOG tedey 


SEND TODAY 

























st LOOK BETTER FOR THE NEW pains 
a ae eee FRONTIER CATALOG Sree Adres 


FS GIDEON - ANDERSON 
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YOUR PRODUCT 


IS NO 
BETTER 
THAN IT TASTES 


BETTER 
[ooks! BR 
- | GLASS! 


AND IT 
BETTER IN 


LIBERTY BOTTLES! 
"6¢ Auizing wy Latina ncniiiom, Eps 













SINCE 1918 


Gwatlable in EMERALD GREEN, GEORGIA GREEN and FLINT 


Yass ompany 
SAPULPA, OKLAHOMA 








but they are almost as far apart as 
the jet engine and the atomic motor. 
Full line vending is here. It is fully 
accepted and is as essential to our 
future as is the nickel, the dime or 
the quarter. 

On the other hand, automatic cater- 
ing is the bright star on our horizon 
(some even call it a Will o’ the Wisp) 
that leads us forward. It is our hope, 
our dream—but it is a long way as 
yet from being a practical and profit- 
able reality. Operators everywhere are © 
experimenting with it, but none pre- 
tend to have all the answers. Jack 
Gallagher of Hersey summed it up 
neatly at lunch the other day when we 
were all commenting on the number of 
operators dabbling in, or investigating 
automatic catering now—and someone 
asked if any of them were making any 
money out of it. He said: “No, but 
they are all afraid somebody might.” 

We will try to illustrate some of 
the progress, pitfalls and problems of 
automatic catering with specific ex- 
amples in a few minutes, but let’s get 
back to full line vending now. This 
development in our industry parallels 
the growth of supermarkets, depart- 
ment stores, shopping centers and 
super-drug stores in retailing as a 
whole. 

Selling is more profitable and more 
efficient if a customer is permitted to 
fill all his requirements of a particular 
type in one place at one time. Better 
merchandising, better display is pos- 
sible—and full knowledge can be taken 
of any impulse to buy just as soon as 
it has been aroused. In short, this full 
line, or package trend in retailing is 
able to attract more customers and to 
sell more goods to each customer at- 
tracted. 

Vending has lagged behind other 
forms of retaiiing in taking advan- 
tage of this trend—largely because of 
financial or credit limitations, inade- 
quate market research and that re- 
grettable tendency we have of “play- 
ing ’em too close to the chest”. Our 
manufacturers and operators do not 
pool or exchange information as they 
should, and as a result there are far 
too few accurate facts and figures on 
our industry. 

Yet, nearly all our more progressive 





(Continued on Page 71) 
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BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 


















oo 





SOOO 


LEGEND: 


[_] Outlined areas—solidly higher prices. 
iii! Shaded areas—prices moving upward. 


@ jRedareas -—solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. The only significant change this month has been in the Baltimore, Maryland area 
where the prices of splits were increased to 96c wholesale for all products with the exception of 
Coca-Cola which remained at 80c. (Coca-Cola Bottling Co. in Baltimore is a parent company owned 
plant.) 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 





April, 1954 





BY STATES 





BEVERAGE PRICES 
























































ALABAMA 
Cities 6-8 oz. 10-12 oz. Quarts 
Aliceville ws! 
Anniston . —_— 
Birmingham . 96 96 2.00 
Boaz wise 
i RET . 96 
Gadsden _....... <n 
Gordo . 96 
Guin . 96 
Jasper _... 96 
Montgomery . . 80 80 
Mobile ... ; 80 80 
Russellville _ 96 
ARIZONA 

Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix .80-1.20 .80-1.10 1.25-1.90 
Tucson . 80- .90 .80-1.10 1.25-1.60 
Safford 80 80 1.25-1.60 
Douglas .80- .90 1.25-2.75* 
. Be 1.10-1.20 1.20 1.25-2.10 
* $2.75 price is on no-deposit quarts. 

ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith 80 
Jonesboro 80 80 
Little Rock 80 80 
Texarkana 96 96 
Fayetteville 85 80- .85 
Camden’* .80- .96 80- .96 
Eldorado* .80- .96 80-— .96 
Fordyce* . .80- .96 80- .96 
Texarkana 96 
*All except Dr. Pepper and Coca-Cola. 

CALIFORNIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento -90-1.30 1.35 1.60-1.80 
Stockton .90-1.10 1.10-1.20 1.60-1.80 
Berkeley -90-1.20 1.20 1.25-1.60 
Oakland .90-1.20 1.20 1.25-1.60 
San Francisco 1.00-1.35 1.20 1.25-1.60 
San Jose 1.00-1.20 1.30 1.50 
Fresno 1.00-1.30 1.30 1.60-2.00 
Bakerstield 1,20-1.30 1.30 1.60-2.25 
Pasadena 1.35 1.35 1.80-2.25 
Los Angeles 1.35 1.35 1.80-2.25 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1.20-1.35 1.35 1.60-2.00 

COLORADO 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver . .80- .96 .80-1.00 1.15-1.40 
Colorado Springs 1.20 1.30 1.15-1.40 
Pueblo . 1.20 1.30 1.15-1.40 
Greely 1.00 1.00 1.15-1.40 
Sterling 1.40 1.40 1.20-1.60 
Trinidad 96 96 1.20-1.40 
Alamosa 1.25 1.25 1.60 
Salida a 1.25 1.25 1.60-1.80 
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Sun Drop is truly the greatest drink 
discovery in over thirty years. 


Sun Dropis not a so-called flavor drink. 


Sun Dropis in a different classification 
all its own and does not imitate or 
simulate any other drink anywhere. 


No other drink has ever created so 
much public demand in such a short 
time in the United States like Sun Drop. 


Over ninety-five per cent of every- 
body that tastes Sun Drop likes it 
and would buy it if they could get it. 


In less than one year, Sun Drop is 
being sold in cities from coast to 
coast. 


No other drink company can boast 
such coast to coast coverage like 
Sun Drop in less than one year. 


CAN DISPROVE these 


7 





NOBODY in the 





You must have leaders to make a 


success. 


Sun Drop proves itself to be a leader 
everywhere it is sold. 


To be successful in the bottling busi- 
ness ycu must have drinks like Sun 
Drop that can give full distribution at 
all times anywhere at least once a 
week and must repeat regularly. 


We guarantee Sun Drop to get full 
distribution anywhere in the United 
States, not only rural districts but in 
the most congested parts of all cities. 


North Carolina is the largest drink 
state per capita in the United States. 


Sun Drop bottlers cover over eighty- 
five per cent of North Carolina. 


If you think selling soft drinks in cans 
or selling as diet drinks is going to 
revolutionize the drink business you 
have not seen anything until you see 
the full Sun Drop sales plan. 


Sun Drop sales plan is the biggest 
drink change in over fifty years. 


National Bottlers’ Gazette 
















































Pepsi-Cola Bottling Company 
Third Street 
Luverne, Alabama 


Coca-Cola Bottling Company 
2314 Thompson Blvd. 
Ventura, California 


Pepsi-Cola Bottling Company 
315 Spruce Street 
Grand Junction, Colorado 


Mil-Kay Bottling Company 
544 N. Angier Street 
Atlanta, Georgia 


Orange Crush Bottling Company 
Washington Street 
Hartford, Kentucky 


Sno-Cap Beverage Company 
17-21 Maine Avenue 
Easthampton, Massachusetts 


Pepsi Cola Bottling Company 
316 S. Broadway Avenue 
Tupelo, Mississippi 


Smitn Beverages 
Jewell & Hiway 40 
Columbia, Missouri 


LeRoy Bottling Works 
31-37 Mill Street 
LeRoy, New York 


Wulf Bottling Works 
285 Main Street 
N. Tonawanda, New York 


Concord Bottling Works 
Concord, North Carolina 


Double Cola Bottling Company 
809-11 E. Franklin Avenue 
Gastonia, North Carolina 


Granite Bottling Works 
47 Duke Street 
Granite Falls, North Carolina 


Piedmont Bottling Company 
631 South Elm Street 
Greensboro, North Carolina 


Raleigh Beverage Company 
314 W. Johnson Street 
Raleigh, North Carolina 


Big Bill Bottling Company 
108 East Harrison Street 
Reidsville, North Carolina 


Mohr Brothers Bottling Company 
Palmer & LaGrange Street 
Toledo, Ohio 


Gregg’s Beverages 
Hibbs Street 
Brownsville, Pennsylvania 


Roma Bottling Works 
#5 Vine Street 
Pittsburgh, Pennsylvania 


Pepsi-Cola Bottling Company 
1215-17 Moosic Street 
Scranton, Pennsylvania 


Aiken Beverage Company 
710-718 Williamsburg Street 
Aiken, South Carolina 


Fulmer Bottling Company 
2406 Main Street 
Columbia, South Carolina 


entire drink business 
10 statements..... 


Ask the Men WHO BOTTLE SUN DROP! 


Don't take our word that Sun Drop is everything we say. Just write, 
wire or phone any of these proud Sun-Drop Franchise owners: 


Sun Crest Bottling Company 
223 W. Lucas Street 
Florence, South Carolina 


Double Cola Bottling Company 
302 W. Washington Street 
Greenville, South Carolina 


Tri City Beverage Corp. 
727 W. Wainut Street 
Johnson City, Tennessee 


Binder Dairy 
Route No. 3 
Oshkosh, Wisconsin 


Grapette Bottling Company 
Augusta, Georgia 

Red Rock Beverage Company 
128 E. Taylor Street 

Griffin, Georgia 

Dr. Pepper Bottling Company 
Ottumwa, lowa 


Grapette Bottling Company 
Perry, lowa 


Jordan Bottling Company 
Laurinburg, North Carolina 


Double Cola Bottling Company 
901 South Church Street 
Rocky Mount, North Carolina 


- Nesbitt Bottling Company 


710 So. First Street 

Pulaski, Tennessee 
Washington Beverage Company 
609 Charlotte Street 
Washington, North Carolina 
Grapette Bottling Company 
Danville, Virginia 


F 
Yess We have a Cooperative Bottle Plan. 


Just write, wire or phone us collect today... . 


The SUN DROP CORPORATION OF AMERICA, 1947 Gravois Ave., St. Louis, Missouri 
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Cities 





Waterbury _.. 


Hartford 


New London _. 


Cities 





Wilmington 








Cities 6-8 oz. 10-12 oz. Quarts 

Washington _ -70-1.20 .80-1.20 -80-1.65 
FLORIDA 

Cities 6-8 oz. 10-12 oz. Quarts 

Pensacola 85 

Tallahasse .80— .96 

Jacksonville* . .80- .96 

Orlando”* . .80-— .96 

Lakeland ..... .80-— .96 

Tampa’ .... .80-— .96 

St. Petersburg* 80-— .96 

W. Palm Beach”. 80-— .96 

Miami* 80-— .96 

Key West* . .80-— .96 


* All except Coca-Cola, which is .80. 


Cities 





Atlanta 
Augusta 
Macon 
Columbus 
Savannah 
LaGrange 
West Point 
Valdosta 
Albany 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


cone, @O0-1.12 100-120 ~—-:1.25-1.85 
cc, @0-1.20 1,00-2.10  1,00-1.85 
New Haven... 


Bridgeport _._. 
RRP ene re a Petey 


CONNECTICUT 
6-8 oz. 10-12 oz. Quarts 








. 80-1.12 1.00-1.20 1.25-1.85 
. 80-1.12 1.00-1.85 1.10-1.85 


—nneene SOS 1.00-1.20 1.00-1.85 
-80-1.00 1.00-1.20 1.00-1.85 


DELAWARE 
6-8 oz. 10-12 oz. Quarts 





80- .96 .80- .96 1.00-1.60 





DISTRICT OF COLUMBIA 








GEORGIA 
6-8 oz. 10-12 oz. Quarts 





. 80- .96 .80- .96 1.60-—2.00 
.80-1.00 .80-1.00 1.60-2.00 
80 80 80 
80 80 80 
80- .96 80- .96 1.60 
80- .96 .80- .96 1.60-2.00 
.80- .96 80- .96 1.60-2.00 
.80- .90 .80- .90 1.60 
80- .85 .80- .85 










IDAHO 

6-8 oz. 10-12 oz. Quarts 

90 .90-1.00 1.60-1.80 
1.35 1.35-1.50 1.60-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1.50-1.80 






'80-1.00 '80-1.00  1.60-1.80 











SORRY, WRONG COLOR!... 


In printing the advertisement of the Sun Drop 
Corp. of America in last month's issue, our 
printer accidentally reversed the colors on the 
attractive Sun Drop bottle. This is how it really 
looks! (See adjoining spread) 
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Cities 


Cairo 
Joilet 
Chicago 
Decatur 
Peoria 
Rockford 


Cities 


Evansville 
Jasper . 
Indianapolis 
Terre Haute 
Gary 
Washington 


Cities 


Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 


Topeka 
Wichita 
Oberlin 


Cities 


Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 


Amite 
Alexandria 
Hammond 
Jennings 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 
New Iberia 


Cities 


Auburn 
Bangor 
Lewiston 
Portland 
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ILLINOIS 


6-8 oz. 


10-12 oz. 





80- .96 
1.20 
-75-1.20 
1.00-1.40 
-79-1.40 
.80-1.20 


INDIANA 
6-8 oz. 


80- .96 
1.20 
.80-1.20 
1.00-1.40 
1.40 
-80-1.20 


10-12 oz. 





80- .96 
96 
80 
80- .96 
.96-1.10 
96 


IOWA 
6-8 oz. 


Quarts 





80- .96 
.80-1.20 
80- .96 
.96-1.20 
-80-1.20 
.80— .96 
80 

.96-1.20 


KANSAS 
6-8 oz. 


10-12 oz. 


1.30-1.85 
1.50-1.85 
1.40-1.85 
1.45-1.85 
1.30-1.85 
1.10-1.85 
1.10-1.40 
1.60-1.85 


Quarts 





.96 
80 


KENTUCKY 


6-8 oz. 





-96-1.00 
80 
1.20-1.40 


10-12 oz. 


1.25-1.60 





96 
80-1.12 
-70- .80 


LOUISIANA 


6-8 oz. 
.83-1.00 
.83-1.00 
.83-1.00 
.83-1.00 
-78— 11/2 
.96—1.00 


1.00 


MAINE 
6-8 oz. 





96 
96 
96 
96 


1.00 


10-12 oz. 





.83-1.00 
.83-1.00 
.83-1.00 
.83-1.00 
811/2-.82 
.96-1.01 


1.00 


10-12 oz. 


Quarts 





.80- .90 
.90-1.10 
.80- .90 
.72- .96 





80- .96 


1.10-1.20 


.80- .96 
80- .96 


1.90-2.65 
1,.20-1.80 
1.90-2.65 
1.00-1.60 


when speed really counts... 
































give you 


LONGER, FASTER RUNS 


Many cost conscious bottling shop superintendents have discovered that using 








only CCS Crowns is one sure way to speed up production and hold bottling costs 
down. Why not profit by their experience and get your own bottling 


costs down by using CCS Crowns exclusively? 


Repeated tests show that CCS Crowns rank first in sealing 
efficiency and all-around performance... give fewer stops, 
more cases per day, lower cost per case. Year after year, 
more CCS Crowns are used than any other kind. 


Crown Cork & Seal Company, Inc., 








Originators and World’s Largest 
Makers of Crown Corks. 
Baltimore 3, Md. 


Ask your Crown Representative 
about the advantages of 


FARA IT AFAR 
PALLETIZED 


= |__ 
LU) SHIPMENTS | 


Plants at: BALTIMORE + ST. LOUIS + DETROIT +» SAN FRANCISCO «+ LOS ANGELES + BIRMINGHAM (Leeds, Ala.) - now under construction 
Branch Warehouses Throughout the Nation 
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MARYLAND 















































Cities 6-8 oz. 10-12 oz. Quarts 
Baltimore* .96 .96 1.00-1.60 
Hagerstown ..... . 80- .96 80 1.20 
Annapolis ..... OR .80- .96 1.20 
Salisbury ...... ae .80- .96 1.20 
Cumberland ............. .80- .96 .86- .96 
Silver Springs .. . 80- .96 .80- .96 1.20-1.40 
* All except Coen- Gola which is .80. 
MASSACHUSETTS 
Cities 6-8 oz. 10-12 oz. Quarts 
Boston .......... -70- .96 .80-1.20 1,00-1.60 
Fall River . . 70- 96 .80-1.20 1.00-1.60 
New Bedford ...... .70- .96 .80-1.20 1.00-1.60 
Taunton . 2 .70- .96 .80-1.20 1.00-1.60 
Springtield .72-1.12 .80-2.08 1.25-1.60 
Worcester .65- .96 .65-1.20 .80-1.80 
MICHIGAN 
Cities 6-8 oz. 10-12 oz. Quarts 
Marquette 1.25 1.50 1.50-1.80 
Bay City .90-1.12 1.10-1.25 1.44—1.60 
Grand Rapids -90-1.00 1.25 1.35-1.90 
Saginaw .90-1.00 1.10-1.25 1.44~-1.60 
Flint .90-1.00 1.10-1.25 1.44—1.60 
Lansing .90-1.00 -96-1.25 1.25-1.60 
Jackson . .96-1.00 1.10-1.25 1.20-1.85 
Detroit .96-1.12 1.10-1.25 1.45-1.60 
Kalamazoo .90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
Cities 6-8 oz. 10-12 oz. Quarts 
Minneapolis .96-1.20 .96-1.20 1.20-2.20 
Duluth .96-1.20 1.00-2.05 1.35-2.00 
St. Paul .96-1.20 
Rochester 1.20 1.35 
Winona . 1.20 1.35 
Red Wing . 1.20 1.20 
Detroit Lakes 1.20 1.40 
Austin .. .96-1.20 1.35 1.65 
Moorhead 1.20 1.40 
Owatonna 1.20 
MISSISSIPPI 
Cities 6-8 oz. 10-12 oz. Quarts 
Greenville .80 80 .80 
Vicksburg 80 .80 80 
Meridian 80 .80 80 
Jackson 80 80 80 
Laurel 80 .80 80 
Columbus .96 96 96 
Grenada 1.00 1.00 1.00 
MISSOURI 
Cities 6-8 oz. 10-12 oz. Quarts 
St. Joseph .80- .96 .80-1.00 
Hannibal 
Kansas City .80- .96 -96-1.10 
St. Louis .90-1.20 .96-1.10 .90-2.00 
Jefferson City 96 96 
Springfield .85-1.00 .90-1.10 
Joplin __... 80 .80- .96 
Poplar Bluffs .80- .96 80- .96 


TO 

























MIX, HEAT, COOK OR COOL YOUR PRODUCT 





Syrup Cookers: Capacity 200 Sugar Syrup Shortime Pas- 


to 1000 gals. For compound- teurizers: Gives your drinks 
ing syrups. Stainless steel longer shelf life, better keep- 
product contact surfaces. No ing quality. Electropolished 


coils. Sidewall 
Fast, thorough 


Syrup 


volume 


















centrifugals. Body design gives high 


Easy to dismantle. 6 sizes to 18,500 
g.p.h. Positive types also available. 


Liquid Sugar Tanks: Available 


steam heating. stainless knob-type heat trans- 
agitation, fer plates. Easily expandable. 












ee 











Pumps: Stainless, foamless 
at low horsepower. Portable. 


capacities. 











Filters and Strainers: Both in-the- 
line and floor-mounted types. For 
screening liquid sugar, simple syrups broad line of cleaned-in-place stainless 
and flavored syrups. Wide range of fittings with special quick-closing clamp. 













Flavored Syrup Regenera- 
tor-Coolers: For pre-heating 
filtered water, cooling fla- 
vored syrups. Enclosed 
plate-type circuit reduces 
evaporation and shrinkage. 


“Superhomo"” Homogeniz- 
ers: For breaking up con- 
centrate particles evenly, for 
uniform dispersion of flavor- 
ing oils, accenting flavors, 
stopping separation. 5 sizes 
to 2500 g.p.h. 













































Special Design Fittings: Wide choice of 
stainless steel demountable fittings; also 








GET IT READY FOR THE ROAD 





Flavored Syrup Tanks: Can 


with ultra-violet sterilizing be equipped to heat or cool. 
lamps. Custom-built, stainless Custom-built, stainless ‘steel, 
steel, in any size, any shape, virtually no limit as to size, 


for use with 
ants. Also for 
















ron 
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RRY-BURRELL CoRPORATION 
| 427 W. Randolph Street, Chicago 6, Ill. 


many refriger- shape or type of refrigerant. 
heating. 














z aA 










Bottle Conveyors: Guide Case Conveyors: For cases, 
rails adjustable to all crates with metal runners, 
standard bottle sizes. Stain- raised bottom wood boxes. 


less steel chain. Disc turns Power drive. Standard 
available for turns from curves, switches, other ac- 
45° to 180°. cessories. Also portable 
roller and wheel types. 













CHERRY-BURRELL HAS WHAT YOU NEED 





nt ond Supplies for Industrial and Food Processing 
FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 






CHERRY-BURRELL CORPORATION 5346 
Dept. 145, 427 W. Randolph St., 
Chicago 6, Ill. 






Please send catalogs on the following: ........-ccceceeeeeecetteeweveecuce 





MONTANA 
Cities % 10-12 oz. Quarts 





I 
ND on 
Missoula PARE AEM. et 
a 
Butte 

Billings 

Havre .. 

Kalispell 


...INDUSTRYS = ss 7 poe 


Cities 6-8 oz. 10-12 oz. Quarts 


Modei D1 
} ABLE Counts up to 20 units per second: | North Platte . ee 1.20 
Other models up to 5000 UPS. : Grand Island > ae 1.20 
5 .. 80 96 


Omaha 
Lincoln : 1.20 1.20 


Scottsbluff 1.90 1.30 
Norfolk . i 1.20 1.40 
Columbus 1.20 1.40 


Fremont 80 80 











Model D2144 i 
Double Decitron with 12 place tubes, NEVADA 
counts gross lots as one unit on totalizer, ° | Cities 6-8 oz. 10-12 oz. 


Reno 1.20 1.20-1.35 
Carson City 1.30 1.30-1.35 
Las Vegas 1.35 1.35 





NEW HAMPSHIRE 


Model P2 Cities 6-8 oz. 10-12 oz. Quarts 
Counts in any desired total 1-100. | Keene 1.20 
Other models 1-1,000,000 Claremont 1.40 1.20-1.40 
Rochester .80-— .96 96 1.20-1.60 
Manchester .65- .96 .96-1.20 .80-1.60 





NEW JERSEY 


Model P4W 
Desired counts by units 1-10,000 | Cities 6-8 oz. 10-12 oz. 


and wired-in warning system, | Perth Amb 96 1.20 
er mboy d ‘ 
| Paterson -70— .90 -90-1.00 
: ‘ P i -70- . 90-1. 
New, highly perfected Decitron elec- aecaar4 is 3 1/10-1.20 


tronic counters cover every counting Jersey City ‘60- 95 = 1.00-1.15 
need ... from pills to case lots — in se ol 75-120 901.20 
any quantity — at amazing speeds (up 
to 60 ni 
00 units per second.) | NEW MEXICO 
Preset counters afford desired total - 

: Cities 6-8 oz. 10-12 oz. 
counts i.e. dozens, fiftys, gross lots, etc. 
Lineal footage counters totalize pro- pe Aaa ¥ ” = = 
duction of paper, cloth, etc. Warning Roswell .80-1.00 -80-1.20 
systems and other circuits can be ener- yas 20-100 90-1 20 


gized by these counters if desired. 


Write today — we want your count- NEW YORK 
ing problem. 








Cities 6-8 oz. 10-12 oz. Quarts 


Albany . .96-1.20 1.30-1.80 


Hudson R 1.30-1.80 
Troy ‘ 1.30-1.80 


| ELECTRONIC PRODUCTS DIVISION 9 Sees" $B 


Binghamton 


POST MACHINERY COMPANY Amsterdam er 


New York City 
J Beverly, Massachusetts Niagara Falls ‘96-1. ‘ae 











Buffalo 
Olean .96-1.20 








Jamestown 96-1.20 1.20 





(Continued on Page 65) 
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7 Speakers, Panel Session 
Enlivens Illinois Convention 


Wide range of industry topics brought 
up at convention. ... Good audience 
participation makes panel session 
timely and valuable 


oe WELL-ROUNDED convention featuring seven 
speakers and a panel session was provided by the 
Carbonated Beverage Manufacturers of Illinois, 
meeting at Chicago Feb. 25 and 26. The convention 
was well attended, and particularly enjoyable from 
a social viewpoint, with the banquet being held in 
the famous Terrace Casino of the Morrison Hotel 
and featuring a very excellent show, plus a pre- 
convention party which attracted over 300 bottlers 
and supplymen. 


The scheduled addresses were devoted to timely 
business topics of interest to bottlers. Ben H. Wells, 
vice-president of Seven-Up Co., St. Louis, Mo., pre- 
sented his justly famous object lessons in salesman- 
ship, in the course of which he changes costumes 
and personality three times; the principles of out- 
door advertising were described and illustrated by 
T. Walter Tyrell, Director of Merchandising, Gen- 
eral Outdoor Advertising Co., Chicago; nearly 50 
different types of insurance losses were described by 
Max K. Doehler, manager, Bruce Dodson & Co., 
Kansas City, Mo.; and he provided excellent advice 
on.how policies should be written and how to judge 
an insurance company. 

A fine talk on succeeding in business was made 


“SHOT” AT THE ILLINOIS CONVENTION ... 


Top row: Ralph Coons, Orange Crush Bottling Co., Rock 
Island; H. W. Brandon, Obear-Nester Glass Co.; A. W. 
Schultz, Leverenz Bottling Co., Danville; Chan Glosser, 
Pepsi-Cola Bottling Co., Springfield. Right—M. J. Becker. 
Editor, National Bottlers’ Gazette; Joe Pedersen, American 
Coating Mills. Second row: C. G. Chenoweth, Dr. Pepper 
Bottling Co., Belleville; Carl Ranft, J. C. Ranft Bottling Co.. 
Granite City. Right—Justin Pulver, H. Kohnstamm & Co.; 
Morris Gitlitz, Chicago Beverage Co., M. E. Stern, Consoli- 
dated Cork Corp. Third row: E. Tremko, Green & Green; 
A. H. Hebel Jr. and A. J. Hebel, Peru Coca-Cola Bottling 
Co.; Edw. McGraw, Enterprise Bottling Works, La Salle. 
Right—Ed Wagner, 7-Up Bottling Co., Madison; M. W. 
Meyer, Meyer Beverage Co., Mt. Olive; Chas. T. Kershaw, 
Cardox:Corp. Bottom row: Geo. R. Shear, N.B.G., Mr. & Mrs. 
C. T Falk. Hesse Carriage Co., Kansas City. Right— Mrs. 
Mike Stern; Mrs. Irv. Cohen; Mrs. Abe Kurgens; Irving 
Cohen, Zip Bottling Co., Chicago. 
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by Carl Magelin, manager, Consumer Products Divi- 
sion, Kellog Switch Board Co. (International Tel. & 
Tel. Co.) “Sales and selling is a meeting of minds 
between the maker and the consumer,” Mr. Megelin 
pointed out. 

A.B.C.B. programs, activities and plans for 
the near future, and a brief review of past year 
accomplishments by the national ‘association was 
given by A. B. Hatcher, Charleston, West Va., a 
Board member. A talk on the reason for maintaining 
good health (made by Alex F. Talbot, Alex Talbot 
& Associates, Chicago) and a purely humorous spiel 
by Edmund Harding, Washington, N. C. at the 
luncheon, delighted the large audience of bottlers 
and supplymen. 

The interesting panel session was moderated by 
Pres. T. J. McNeil, and had for experts, T. Walter 
Tyrell, M. J. Becker, Editor of National Bottlers’ 
Gazette; Carl A. Ranft, J. C. Ranft Bottling Co., 
Granite City; Ed Wagner, 7-Up Bottling Co., Madi- 
son, Ill.; Floyd K. Thayer, Abbott Laboratories, 
Chicago; J. E. Duffield, Associated Employers of 
Illinois; J. B. Bannon, Peoria 7-Up Bottling Co., 
Peoria; and A. B. Hatcher. The question mainly 
concerned dietetic beverages, canning of soft drinks 
and the use of the one way bottle, prices and de- 
posits situations and bottlers’ use of the fork truck 
system of materials handling. 

The entire list of officers was re-elected. They are: 

T. J. MeNeil, president (7-Up Bottling Co., 
Quincy); Chas. W. Brosch, Jr., Ist vice-president 
(Coca-Cola Bottling Co., Springfield) ; Carl A. Ranft, 
2nd vice-president (J. C. Ranft Bottling Co.) ; E. W. 
Wagner, Treasurer (7-Up Bottling Co., Madison) ; 
C. G. Chenoweth, Secretary (Dr. Pepper Bottling 
Co., Belleville). 


biter S . 


MEN O OStciog 


Ben Wells, 7-Up’s V.P., demonstrates his high pressure 
selling techniques on Don Frank, Coke bottler of Bloom- 
ington. 
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Can you have your sugar and 
too? 


your 


New medical research findings | 


waistline, 


ew - - wT 
~ 


say yes—every healthy person can 


Your appetite is what 
regulates your waistline 


Your blood sugar level helps 
regulate your appetite 





When your blood sugar level 





is low, your appetite goes up— 
you're apt to eat more calories 


than you need 


When your blood sugar level 
is high you are more quickly 





satisfied on fewer calories 


Here’s how a sensible use of sugar and the good things containing 
it can raise your blood sugar level—help you stick to your diet 


Research scientists at a leading university 
have discovered that, if you are a healthy 
person, your blood sugar level plays a 
most important part in your body’s own 
weight-control system. 

What this means to you, if your weight 
is normal, is that you can go right on 
enjoying as much sugar in your foods and 
beverages as you always have—without 
worrying about it or any other food ‘“‘mak- 
ay fat.” 

ut if you are overweight, a moderate 
use of sugar in your diet may actually be 
more effective in helping‘you reduce than 
no-calorie artificial sweeteners. 


Nature’s “‘hunger regulator’”’ 


There is only one kind of calories that can 
make you fat. These are the extra calories 
you get when you overeat. And one of the 
most effective things you can do to help 
keep from overeating is deliberately to eat 
or drink something sweetened with sugar 
just before a meal, or-during the early 
part of a meal. 

The scientific reason for this, just now 
becoming more clearly understood, is that 
your blood sugar level acts as a hunger reg- 
ulator. When it is Jow your appetite is 
geared up to a hearty, heavy meal with 
second helpings. When your blood sugar 
level is high, your appetite is slowed down 
to a one-helping pace. 


Eating a big meal, even if it contained 
no sugar at all, would eventually raise 
your blood sugar level to the point where 
it would “shut off’? your appetite. But 
the big idea is to raise it quickly —before 
you’ve already eaten too much. 

Sugar is absorbed almost instantly— 
faster than any other food. That’s why 
even an 18 calorie teaspoonful in your cof- 
fee or tea can make it easier for you to 
turn down several times as many calories 
later on. 

Helps make a small meal more satisfying 
There is still another reason, based on a 
quite different nutritional principle, why 
overweight people are often told to include 
a simple dessert in their drastically cur- 
tailed calorie allowance. It is the fact that 
a meal that contains some sugar has a 
greater satisfaction value than the same 
meal without sugar. The sense of satisfac- 
tion stays with you for a longer time, helps 
to keep you from getting as hungry be- 
tween meals. 

No “‘magic’”’ short cuts to losing weight 
Many people feel that using a sugar sub- 
stitute or giving up their favorite dessert 
is all they have to do to solve their over- 
weight problem. Actually, reducing isn’t 
that easy, although anything that will 
make it easier for you to stick faithfully 
to your diet (as sugar can) is a big help. 


Losing weight does require dieting, and 
your diet should be planned by a doctor. 
He will tell you that there are no “magic 
secrets” or safe and sure “short cuts’’ to 
reducing. But follow his advice and you 
will lose weight. 

You will have to eat smaller meals, but 
you won’t have to give up any good food 
that is important to your health. To deny 
yourself sugar would be to make weight 
control more difficult than it need be. 


SUGAR INFORMATION, INC. 
New York 5, New York 


18 CALORIES 


Surprise you that there are only 





calories in a level teaspoon 


18 ful 
of sugar? Compare this with the = - 
2,500 a moderately active wo Psi 
123 lbs.) uses up day. An € 
an wor x sina 


average 154-pound 
gain weight 
on 3,000cal- 


ories a day 


All facts p 
in this message apply 
to both cane and beet sugar. 
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Sugar Industry’s 


People are still talking about the first ad 
in sugar’s new campaign—the ad that 
answered the question, ‘‘What makes 
people fat?’’ 
While interest is still at a high pitch, 
here’s another—right on the same target! 
Consumers are learning from this ad- 
vertising something that they strongly 
suspected right along—that artificial 
sweeteners can’t take the place of sugar! 
They are gaining from it the reassur- 
ance to go right on reaching for their favor- 
ite foods and beverages that contain sugar. 
This reassurance is based on an accu- 
rate and straightforward reporting of find- 



























New Advertising 
Explodes a Nutritional Bombshell 


ings in a medical research project of 
fundamental importance—the fact that 
sugar plays a leading role in the body’s own 
weight-control system. 

It’s a mighty effective answer to the 
confused calorie claims that seek to under- 
mine confidence in quality foods and bev- 
erages that you have helped to build up 
over the years. 

Don’t you agree that this positive ap- 
proach by sugar is a big step in the right 
direction? And as the campaign gains 
momentum, isn’t it bound to build a greater 
appreciation of the sugar-containing prod- 
ucts you make, distribute or sell? 


SUGAR INFORMATION, INC. 


New York 5, New York 
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Vending Forum Features Ohio 
Convention 


A pre-convention session devoted entirely to au- 
tomatic vending, headed by an informed panel in- 
cluding Margaret B. Ware, Dr. Pepper Bottling 
Co., Elyria; U. H. Benderman, Pepsi-Cola Bottling 
Co., Cleveland; George Radcliffe, Cincinnati Coca- 
Cola Bottling Works Co., Cincinnati, and moderated 
by L. C. Wright, Wright-Vess Cola Bottling Co., 
Coshocton, highlighted the recent convention of the 
Ohio Bottlers’ Association at Dayton. A subsequent 
convention talk by the editor of one of the vending 
magazines explored the future possibilities in vend- 
ing operations, but the panel session was devoted 
to questions and answers on such phases of the 
subject as rental of machines, servicing, payments 
to service men, painting and maintenance, service 
contracts, placement, profit potentials and other 
phases of the use of both bottle and cup machine 
by bottlers. 


Also explored was the problems of city, state 
licenses, depreciation and accounting, renting, ma- 
chines in schools and other facets of this fast-grow- 
ing method of distributing and selling soft drinks. 





The session, which was attended by more than 
60 bottlers and interested supplymen, ran for over 
three hours with no abatement of interest at any 
time. There was unanimity of opinion that bottlers 
should be in vending operations if their territories 
and customers warranted it; it was the consensus 
of opinion also that as long as the bottlers were in 
the business of selling beverages, if they have to 
be sold through cup machines, then the bottlers 
should be engaged in this phase of the business 
as well. 


Sparkling Life Announces New 
Franchise Bottlers 


The Sparkling Life Company, Los Angeles, re- 
cently franchised five new bottlers, it was an- 
nounced by Ira H. Schroeder, national sales and 
franchise manager for the company. 


The new Sparkling Life bottlers are John Lasser 
& Sons, Chicago; Steury Bottling Co., Bluffton, 
Indiana; Pepsi-Cola Bottling Co., Enid, Oklahoma; 
Nesbitt Grapette, Kansas, Mo.; and High Rock Sun 
Spot, Cincinnati, Ohio. 


Mr. G. William Perkins, president of Sparkling 
Life Company, commenting on the new company 
advertising program now in effect, said, “The re- 
sponse to our new program has been most enthu- 
siastic. Everyone who has seen our new 10 ounce 
bottle thinks that this new larger size will be an 
important factor in stimulating Sparkling Life sales 
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A Carton Deposit 
Brings ‘Em Back! 
















Quality 
Galveston, Texas bottlers cut losses 
GZS always Pays Off! with a 5c carton deposit, now in 


oan yaad operation for over a year. 


That’s why bottlers everywhere are reporting 


bigger sales of NuGrape Soda every season. Only @ se108 IPPOLITO, JR. reduced his carton losses by 
the finest ingredients, blended with scientific 84% last year as the direct result of the commence- 
precision, go into rich, refreshing NuGrape. ment of a carton deposit by Dr. Pepper Bottling Co., 


Galveston, Texas. The 5-cent deposit went into 


flavor that builds new sales, keeps more and more effect in the spring of 1952, and was joined in by 
thirsty people the nation over coming back all other bottlers in the Galveston area. “Previ- 
again and again for NuGrape Soda—the ously, we used to buy about 2,000 cartons once a 


. e ” sNud Yo yp ~ 66 ; > 37 ac 
aristocrat of grape flavors since 1922. month,” says Carlos, “but since the deposit has 
been in effect, we buy 2,000 cartons about once 


And it’s that rich quality and satisfying grape 


in six months. By my arithmetic, that’s a saving 






of 84¢7 in expenses!” 






Following the announcement of the 5-cent de- 
posit, Ippolito recalls, there was a big influx of old 
cartons for about three weeks, after which the 
returns leveled off. He estimates that cartons now 









make from 6 to 10 trips, as compared to an average 






of slightly over one trip each, before the deposit 






was collected. A careful check is made on all re- 






turned cartons, and all which are torn, dirty or 






otherwise unsightly are discarded at once. 






The savings figures are valid, for the firm’s total 






volume has increased about 5%, with carton sales 






accounting for a consistent 17% of the total. 






“Chain stores, supermarkets, and other outlets 






made no protest over the deposit,” recounts Ippo- 






lito. “Our only objections came from the mama- 










When the empties come back, they come back with car- 
tons, now that there is a 5-cent deposit on them. Salesman 
Thomas R. Perren is unloading: General Manager Carlos 
Ippolito, Jr. is checking him in. 
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‘ Carlos Ippolito, Sr. (left) and Jr. (right) are happy over the 
40., results of their 5-cent deposit on cartons of the brands 
nto shown. 

by 

vi- and-papa corner groceries—the very stores that we 
a knew were buying in cartons and then throwing 
as the cartons away. As a matter of fact, several of 
ice these stores have never bought a carton since, but 
ng this has not affected our volume.” 

Case deposits have remained unchanged at the 
le- 50-cent (2 and 2) level. Prices were increased from 
Id 80 cents to 96 cents last July, without affecting 
he sales. Dr. Pepper Bottling Co. operates ten trucks; 
ay also bottles Nesbitt’s Orange and Mason’s Root 

Beer. 


i- 








te .. just because Henry suggested telephoning 
Alvey-Ferguson in Cincinnati 
about a new conveying system for our plant, 


the boss awarded him First Prize.” 
——- For Engineered Conveying Systems --7 


J 
1 THE ALVEY-FERGUSON COMPANY | 
1 





Since 1901 ] 
CINCINNATI 9, OHIO i 


Principal Cities a 


676 Disney Street 
Representatives in 
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Riddance 








DIVERSIDE KILLS *EM ALL! 














Rid Your Plant of Ingect Pests Easily, Safely, Economically 


New Diversey DIVERSIDE is an entirely 
different insecticide, with a formula that is 
deadly to all common insect pests, yet 
completely safe to use. DIVERSIDE is 
non-toxic, odorless, and contains no DDT. 
DIVERSIDE does contain a combination 
of pyretheum plus newly developed 
insecticidal chemicals that wipe out 
insect life. 


This FREE book can solve your 


meanest insect problem! 


Send for this 20-page book- 
let showing the Diversey 
modern system of insect 
control. It offers a system 

.. not just a plan... but 
a complete system for mod- 
ern, low-cost, insect con- 
trol. For your free copy, 
mail coupon today. 





© FAST KNOCKDOWN 


© GREATER KILL POWER 


© PERFECT SAFETY 


Greater Kill Power Per Dollar Spent! 
Although DIVERSIDE out-kills other 
insecticides, it is economical! An actual 
test in your own plant will give you first- 
hand proof that DIVERSIDE gives great- 
er kill power for every dollar spent. Call 
your Diversey D-man for a demonstration. 
See DIVERSIDE in action—you will be 
under no obligation. 





Please send free 20-page booklet showing the Diversey 
modern system of insect control. 


ee 





ee BS 





ADDRESS sinidianaennpeditirnniittnshaeeinmcnttsidinaibiaditedtedes 
sy Fo ZONE____STATE_ 
Send to: 
Pal ‘Sty, 
oy “ 
f 7 : THE 
. ¢ = 
4 2) £ DIVERSEY CORPORATION 
Cemens O° @ Insecticides Department 


1820 Roscoe Street, Chicago 13, ill. 


in Canada: The Diversey Corporation (Canada) Ltd., 
Port Credit, Ont. 

















: i lj | { A HIT AT GROCER’S CONVENTION IN MIAMI 


Have a Coke 


AU 
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Seventy-five dollars of frozen foods went to lucky grocers 
at their 16th annual convention and food show held re- 
cently in Miami. Warren Delahanty, Birds Eye district rep- 
resentative for Florida is shown holding the ballot box 
while Jackie Holliday, daughter of an RC-Nehi bottler of 
Miami, draws out the winning names. Raymond Martinez 
of Tampa won first prize and Bob Williams of Miami took 
second. 





MISSION SALES PROGRAM 


From left to right, Frank Dake, Central Division Sales 
Manager, John Sanders, Eastern Division Sales Manager, 
George Aitken, Advertising Manager, and Lee Mitchell, 
General Sales Manager, discuss Mission bottlers program 
at the Chicago sales meeting held in February. George 
Aitken is shown holding a glass from the set of 8 beau- 
tiful California Mission glasses that will be used as a 
premium offer to consumers. An incentive program for 
drivers, completely new indoor and outdoor advertising 
and four special sales promotions were also discussed 
for 1954. 


STAINLESS NICKEL 
STEEL rp Lake) 4 
SANITARY VALVES LINE 


AND BRINE FILTERS 
re 








FITTINGS TUBING 
L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
HCOKE"” 18 A REGISTERED TRADE-MARK, COPYRIGHT, THE COCA-COLA COMPANY y Equip g 
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Cans Need Plenty of 
Sales Promotion, Too!... 


Down-to-Earth Selling Needed, Says 
Denver Can-A-Pop Distributor 


Ben though he has already enlisted such sales 
promotion aids as a popular television program, 
newspaper advertising, direct-mail and other assets, 
it still requires hard, exhaustive selling to extract 
full retail grocer cooperation in pushing the sale 
of canned soft drink beverages, according to Jack 
Duffy, head of Big Chief Bottling Company, Can-A- 
Pop distributors in Denver. 

At the end of the first month in the field, Mr. 
Duffy has found that hard “salesmanship” is the 
answer to the continued sales of canned beverages. 
“Most of the drawbacks which we had anticipated 
materialized on schedule,” he observed. “First, gro- 
cers complained from the outset at the comparatively 
low mark-up involved. In Denver’s 96c per case mar- 
ket, the $2 rate on canned beverages often looks 
unattractive at first mention. Therefore, we had to 
put a lot of selling emphasis on other aspects of 
canned beverages presented in such a way that the 
grocer was able to see the overall profit picture.” 

The major selling point with the retail grocer, 
Duffy indicated, has been the elimination of extra 
steps, wasted time, etc., required with the bottled 
beverage. “Naturally, we pointed out such advan- 
tages as the lesser amount of handling required, 
the vastly smaller amount of space involved, etc.,” 
Duffy said. “Real results, however, came when we 
used a pencil to show that the 6-can carton which 
sells primarily on impulse, without refrigeration, 
without any other handling than delivery to the 
display shelf or mass display, relieves the grocer 
of much labor. We pointed out that when the case 
of bottles is delivered, it is usually necessary for 
the grocer to check them in, check on the refunds, 
usually help with the cases, and at an average, make 
about four contacts with the driver-salesman before 
the transaction is complete. Only one of these steps 
is necessary, of course, where Can-A-Pop is con- 
cerned. If the grocer can be shown that capitalizing 
on impulse sales minimizes his own ‘selling effort’ 
and that there is no expense for refrigeration, 
for handling of empties, no refunds to bother with, 
etc., he can usually be convinced that the mark-up 
differential is neglible.” 

Experience has proven that somewhat “long- 
winded” dissertations of this type have brought 
capitulation from even the most profit-minded gro- 
cer and in all instances, the Denver bottlers prog- 
nostications have come true. 


Promotion-wise, Can-A-Pop is being introduced 
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Take an Armstrong’s Hi-Speed Crown and any 
other crown. Feel the underside of each skirt. No- 
tice how smooth and burr-free the underside of the 
Hi-Speed Crown is. 

You could see the same difference by pushing 
the two crowns across an ordinary blotter. Because 
its underside is so smooth, the Hi-Speed Crown 
leaves that soft surface practically unmarked. 

And that very same thing happens when your 
crowns ride down the crowner chute. With Hi- 


Armstrong’s Hi-Speed Crowns 


Western Representative 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 


You can feel why... 


this crown gives higher line speeds 











Speed Crowns, there’s no burr to cause friction and 
wear. They flow smoothly, position fast, and reduce 
hang-ups. That’s the simple reason they're able to 
help you bottle more cases per day. 

The proof, of course, is on your own lines. Run 
a check and see for yourself the difference Hi- 
Speed Crowns can make. We'll gladly help set up 
a test run. For details, call your near-by Armstrong 
office or write Armstrong Cork Company, Glass and 
Closure Division, 5504 Coral St., Lancaster, Penna. 
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ORANGE 


VIN - VIE 


(Imitation Grape) 


Virginia Dare 


Bottlers have long cheered these two outstanding Virginia Dare Flavors! . . . 

That's important, but not half so important as the fact that people 

who spend their dimes day in day out for soft drinks . . . join in the cheers for 

grape and orange drinks flavored by Virginia Dare. Orange, 

of course, comes in a variety of types to suit your market—such as the popular 
“Juice-type"” #19 Golden Orange, #12 100% true fruit with color . . . in short, an 
orange to suit your needs in color, flavor, cloud, and price. 

Of course, when it comes to imitation grape . . . there is only one VIN-VIE. 

Champ business getter, champ business builder . . . champ business holder of them all. 
With your big season around the corner . . 


. don't forget this Virginia Dare BIG two! 


E 






EXTRACT CO.., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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in the Denver market via the “Fred & Fae show”, 
a daily presentation on Channel 2 in the Denver 
area from 4:00 to 5:00 P.M. This, an informal, 
fast-moving participation program, has developed 
an intense following particularly among “young 
marrieds” who make up a sizeable portion of the 
market, according to Big Chief Bottling Company. 
Can-A-Pop appears anywhere from 6 to 10 times 
on the daily one-hour show, and this has been in- 
strumental in making the initial “curiosity sale” 
as well as later repeats. 

With all promotion developed by the Sheridan, 
Wyoming, plant of Can-A-Pop, Mr. Duffy has 
used a full-page ad in early February, to add both 
to sales and grocer co-operation. “One thing we 
have found in our favor,” he added, “is the fact 
that grocers are wei acclimated to smaller mark- 
ups on most canned items, and that if our approach 
is along those lines, there is less difficulty involved.” 

A highly surprising fact which emerged from the 
first month’s selling operations was that Can-A-Pop 
has “caught on” swiftly in lower-income sections of 
the city. During his preliminary spade-work on the 
new product, Duffy took samples around better and 
middle-class districts of the Mountain City, with 
only fair success. Meanwhile, driver-salesmen serv- 
ing the lower-income areas of the city were turning 
in sensational sales reports. The exact reasons are 
difficult to determine, Duffy pointed out, but pro- 
motion is being slanted accordingly. 


First No-Cal Franchise Awarded by 
Kirsch Beverages to S. California 

The first bottling franchise for No-Cal, sugar- 
free soft drink, has been awarded by Kirsch Bever- 
ages, Inc., Brooklyn, N. Y., to the No-Cal Bottling 
Co. of Southern California, Inc. This marks the 
start of a national expansion campaign for No-Cal. 

Morris Kirsch, president of Kirsch Beverages, re- 
cently announced the formation of a new Franchise 
Division within the Kirsch organization to promote 
the sale and marketing of No-Cal on a nation- 
wide scale. This wil! be carried out through the 
award of franchise-contracts to bottling companies 
throughout the country. 

Mr. Kirsch also annpunced that negotiations are 
currently under way with 30 other bottling or- 
ganizations who plan to manufacture and market 
No-Cal in other States. 

The No-Cal Bottling Company of Southern Cali- 
fornia, Inc., has exclusive bottling and marketing 
rights for No-Cal, south of the Tehachippi Moun- 
tains. This includes an area for the Southern half 
of California. 

The principals of the Southern California No- 
Meadows of New York 
chain of 


Cal project are Saul M. 


and Los Angeles, whu operates a vast 
drive-in restaurants in California, and Moe L. Sand- 


ler of Beverly Hills, prominent in the food industry. 
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Pledged to Hard Work 

Morris Dickinson, Coca Cola Bot- 
tling Co. executive in Tucumcari, 
New Mexico, was elected president 
of the Chamber of Commerce by 
the new board of directors. Dickin- 
son said he was pledged to a pro- 
gram of hard work for the advance- 


ment of the community. 


Business Association Elects 
Executive sales manager Junius 
B. Cofer, of the Kansas City Coca 
Cola Bottling Co., was elected thir- 
ty-fourth president of the South 
Central Business Association. Mr. 
Cofer is also a member of the Santa 
Fe district committee and the Boy 
Scouts, having served on the re- 


gional board of the Eagle Scouts. 


For Good Work 

Lou Dillon, Manager of the Hous- 
ton Pepsi-Cola Bottling Co., pre- 
sented the Pepsi-Cola Charity 
Award to Mitchell M. Lewis, Chief 
Barket of Houston’s Tent 34 Va- 
riety Club. This award along with 
$250 is presented each year by the 
company for humanitarian’ en- 
deavor, and was given to the local 
group in recognition of its work 
with boys, through the Variety 
Boys Club. 


Formerly with the Ottawa River 
Paper Co., Francis J. Sullivan has 
been appointed a special sales repre- 
sentative for the container division 
of the Robert Gair Co. ... « A. B. 
Freeman was re-elected a Class B 
director of the Federal Reserve 
Bank of Atlanta, Georgia. Mr. 
Freeman is chairman of the board 
of the Louisiana Coca-Cola Bottling 
Co., Ltd. 


















































THE GIRAFFE 


Old indeed is the origin of this unusual quadruped . . . found in the tomb and temple art of 
ancient Egypt, recorded in literature of classic Greece and displayed in the circuses of im- 
perial Rome. 

Giraffes are found in Africa south of the Sahara. They roam in herds up to twenty... fre- 
quently in association with zebra and ostrich. 

Giraffes are mute. Exceptionally keen of sight and scent, they are difficult to stalk. Alerted, 
they speed away as fast as thirty-two miles an hour. 

Heights up to twenty feet and an eighteen-inch tongue enable 
giraffes to feed on young leaves of trees. Their inch-thick hide is 
prized by natives for sandals and by the Boers in making whips 
for the bullock carts. 


“Tops’’ in Crowns Involves Four Important Factors: 


1. Precision manufacture for trouble-free speed on your bottling 
line. & : 4 
2. Attractive appearance in harmony with your label. . 
3. Proper sealing ...so your product will taste as good when 
opened as when you bottled it. 


4. Dependable service that covers emergencies as well as routine 


requirements. ited 


106 YEARS 
OF SERVICE 
TO THE 
INDUSTRY 


HUTCHINSON 
CROWNS 


W. H. HUTCHINSON & SON, INC. 
1031 North Cicero Ave. ° Chicago 51, Illinois 
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A million cases a year is a fine, round 
number, especially when you can top 
it by several hundred thousands more 
—in just ten years. 


The high-ceilinged plant of the Pepsi-Cola Bottling Co. of 
Garden City, Long Island, N. Y., contains over 30,000 
square feet of work space on one floor. Bottling depart- 
ment and offices are in the front of the building, warehouse 
and storage in the rear. 








Cia two things decorate the walls of the spacious, 
pastel tinted office of Earle Arundel, Vice President 
and General Manager of the Pepsi-Cola Bottling 
Co. of Garden City, Long Island, N. Y. One of the 
plaques recognizes the achievement of over a mil- 
lion case sales in 1953—the second credits the com- 
pany with the accomplishment of a per capita sales 
of 25 bottles or better. What makes the awards 
particularly significant is the fact that in the two 
county territory served by the company, slightly 
over 1,400,000 people live and work. The sales record 
was also achieved in exactly ten years since the 
first plant of the company was established at Free- 
port, a neighboring community. 

The new plant—it was opened in November, 1953 

has 32,000 square feet of working space on one 


Bottling department—three men are needed to supervise 
this 270 r.p.m. unit. 





LEFT :— 

Two men work the loading end of the washer; the third 
man from the right cleans cases of gross debris and checks 
their condition, and the fourth loads cases with cartons 
which have been set up by the Bottlemaster machine. 


RIGHT :— 

Bottlemaster machine, set in bottling department at the 
point where empty cases leave the loading end of the 
washer, setup the cartons for insertion in the cases by the 
operator. Cartons are then filled on a Standard Knapp 
case packer (at left). 
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floor, located on three acres of land set back 75 feet 
from the curb, which fronts on the eastern edge 
of the old Roosevelt air field in Long Island. Owned 
by the Island Bottling Co. of Virginia, Inc., it is 
the third plant in a developing business which 
started 15 years ago in Virginia under the direction 
of Russell Arundel, who heads the corporation as 
president. Joined by his brother Earle, they took 
over the Freeport operation in 1943 and early in 
1952 began the planning and building of the present 
plant in Garden City. 


This will soon have an off-shoot in the form of 
another plant at Patchogue, superceding a ware- 
house now there, out of which seven trucks operate. 
Earle Arundel has surrounded himself with a young- 
in-years but experienced staff. Harry Teetz is sales 
manager and Fritz Wahlwiener is production man- 
ager. Richard Keller is in charge of Suffolk County 
operations and will head the new plant there when 
it is established. This smoothly working team heads 
a staff of 75 people, six in the office, eighteen in 
production, and fifty driver-salesmen operating the 
Ford and International pallet body trucks. 

Large and efficient as it is, the plant is already 
considered too small by the management; one of 
the reasons why the Patchogue plant is being built. 
But with plenty of room for expansion in its present 
facilities, Earle Arundel is not worrying about the 
accomplishment of his new goal—that of a 2 mil- 
lion case production and sales annually within the 
next three years. Although he is a franchise bottler, 
Earle rightfully recognizes the development of the 
brand in his territory as his personal responsibility. 
In addition to his contribution to the national adver- 
tising fund, in cooperation with all Pepsi-Cola bot- 
tlers, he has set up an advertising promotion budget 
of over $80,000. This is divided approximately 40% 
for dealer privilege activities, 8% for point-of- 
purchase advertising, 10% for sampling activities 
and the balance spent over special events work, road- 
side signs, newspaper advertising, store demonstra- 
tions, and similar operations. Local and community 
affairs are closely watched for opportunities to 
develop sales, many of them being serviced with 
an efficient and attractive special events trailer made 
by Calumet Coach Company. 

This program is coupled with a very aggressive 
vending machine department which has achieved 
rather respectable proportions. Over 700 bottle 
vending machines are now distributed throughout 
the territory, the number being increased by ap- 
proximately 100 a year. The units are mostly Ideals 
and Mills, with about three case vending capa- 
cities. They have 10-cent mechanisms. About 100 
of the machines are fully automatic, equipped with 
change makers and all of them are sold outright to 
the outlets on a one year warrantee basis. The com- 
pany provides free service except for parts costs 
and has found its vending operations profitable in 
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At the roadside 
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No matter where your beverage is 
sold or when it’s sold, you want it 
to taste exactly the way you made 
it to taste. 

That’s why distinctive carbonated 
beverages come in glass bottles. For 


DURAGLAS CONTAINERS 


AN (1) PRODUCT 


drinks from glass taste better— glass 
never taints the exclusive flavor of 
a beverage . . . glass feels cool and 
smooth to the lips. The visibility of 
glass makes it a salespackage and at 
the same time permits visual plant 








Jass protects 
your beverage quality 


inspection before your product goes 


to market. 
e 2 * 


Duraglas bottles, the finest of all 


glass bottles, are faithful protectors 
of your standards of quality. 


QO wens-ILLINOIS 


GENERAL OFFICES +» TOLEDO 1, OHIO 
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Vicafion 
ves money for bottlers 


aE ly Automatic Lubrication is one of the several 
tee 4 exclusive, money-saving features that make 

Cem Fillers so popular with bottlers. This system 
provides the exact amount of oil needed to 

/ \ main bearings, gears and bottle lifters... 
continuously and automatically. This saves time 
and labor . . . reduces wear and tear on parts 
j \ _... helps prevent stops or breakdowns 
‘and consequent loss of production. It all 
‘| adds up to lower operating costs... 
a more profitable operation. 
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OU PRESSURE 


LOW OIL PROTECTION 


A red warning light tells the operator 
when the system needs oil. If the oil gets 
too low, the Cem Filler automatically 
stops and won't start again until the oil 
supply is brought up to the proper level. 


-FILLERS 


4-20 © 6-28 e Super Cem 50 


ce 


Bottlers the world over have invested in nearly 
2000 CEM FILLERS .. . such approval must be earned 


CROWN CORK & SEAL COMPANY, INC. @ MACHINE SALES DIVISION @ BALTIMORE 3, MARYLAND 
40 





terms of both volume and profit, as well as in their 
advertising value and broadening of distribution. 
For those types of outlets which will not permit 
bottle machines, the company sells syrups to con- 
cessionaires who operate cup vendors. The vending 
machine division is supervised by Bernard Vass. 


For its 12 ounce package, the company gets $1.20 
wholesale, 96c for the 8 oz. package. In the Spring 
of this year it will alsa, start bottling Schweppes, 
both tonic and ginger ale, selling at $2.64 plus $1.00 
deposit. The Pepsi case carries a 75c deposit. 

Physically the plant is a one floor, completely pal- 
letized operation with a bottling unit running at 
270 bottles per minute. The line consist of a Meyer 
Dumore 524 pt. 24-wide bottle washer, a 50-head 
Dumore filler, and Meyer Syn-Cro-Mix unit, Mo- 
jonnier Carbo-Cooler, Standard-Knapp case packer 
and a Bottle Master carton setup machine. Syrup is 
delivered in tank trucks, and pumped into one of 





TOP: 
Each of these stainless steel tanks hold 3,600 gallons of 
syrup, which is delivered to the plant in tank trucks. 


BOTTOM: 

The bottling department, viewed from the side, includes a 
24-wide washer, 50 head pre-mix filler and crowner, Syn- 
Cro-Mix unit, Mojonnier Carbo Cooler and other supple- 
mentary equipment. 





National Bottlers’ Gazette 








EE er a ede ition 








‘NEW HANDY HELPER 


for increased beverage sales . 





This new model ... the A4.. . provides your 
customers what they've been wanting in a 
portable beverage cooler: 







@ locking bale handle 
lift-out food tray 
built-in bottle opener _— 
handy drain-cock MODEL NO. A4 
And your name goes along for double profit— 
profit on cooler sales and profit on increased 
beverage sales. Write. 











OUTSIDE DIMENSIONS 
18 Lx 8% Wx 14% al 
CAPACITY: 21 BOTTLES 


PROGRESS REFRIGERATOR COMPANY (Standing Upright) 
LOUISVILLE 1, KENTUCKY ICE ANB LUNCH 










LIFT OUT 
SHIPPING WT. 14 LBS 
. Also the popular larger model Al FOOD TRAY 










MODEL NO. Al 
OUTSIDE DIMENSIONS 19°" L x 13°" Wx 18%' 
CAPACITY: 32 BOTTLES gemge | Upright) 
ICE AND LUNCH SHIPPING WT. 29 LBS. 
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TOP: ’ *,; ° 
Three Clark fork trucks are used in the plant to move pal- there S protit see 


lets. This unit is unloading mtys from a 260 case capacity 


truck. 

aed PORTABLE COOLERS 
Loaded pallets are stacked three-high in designated areas 
for full and mty cases. The storage area can hold 
50,000 cases stacked on 50-case pallets with ease, with 
plenty of room for the trucks. 










































tore GASE PROFIT. x. 


face of rising costs...that's 
why I bottle KIST'' 








two 3,600 gallon stainless steel tanks set in a room 
adjoining the bottling department. In conformance 
with current trade practice, all loading and unload- 
ing operations of the trucks is conducted in the 
warehouse area, which also contains the loading 
end of the bottle washing machine and the Stan- 
dard-Knapp case packer. All other equipment is 
contained in the sealed-off, daylight and fluorescent 
lighted tile bottling room. About 50 feet of roller 
gravity and power conveyor help in the movement 
of the cases from the bottle washer to the pallet 
loading point. Filled cases and empty shells are 
stacked 50 to the pallet and handled to and from 
storage, as well as loaded on the trucks by means 
of one of three Clark fork trucks. Pallets are stacked 
3 high in the high ceilinged plant and the storage 
areas can accommodate upwards of 50,000 cases 
with plenty of room for the trucks. 

These 50 mobile units, with their pallet-type 
bodies, can each handle 300 cases, but the big baby 
in the fleet is a 720 case pallet body trailer which 
carries filled cases to the Patchogue warehouse. 

The building is of brick and steel construction, 
with a minimum of supporting columns. In addi- 
tion to the several private offices and two general 


Says John Kollar, Kist Bottling Co., Inc. Cleveland, O. 


"With the price situation what it is today, 
I'm mighty glad I have a KIST franchise. 
The KIST plan is tailor-made for present 
conditions in my market. Their complete 
line of flavors and strengths -—- made 
right, priced right, and promoted right, 
makes my selling job easier. Citrus is 
always ready with personal advice on 
production and selling problems. If you're 
looking for a flavor line with healthy, 
steady sales and profits, look into a 


KIST franchise." 
Ghar tile 


Write for details, samples, territories 
Citrus Products Company, Il E. Hubbard St., Chicago 11, lil. 
Or, phone us collect wherever you are— 


offices, it has a large driver-salesmen check-in room, Whitehall 4-5470 





two supervisors’ offices, a store room for crowns 
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Choice of 
@ Open Sides 

@ Curtained Sides 
@ Sliding Doors 


For several hundred dollars less this exclusive new Hesse pallet body 
gives you all the advantages and conveniences of earlier body designs 
which put the load down around the wheels. 


Your driver can still easily reach to the top of the load, thanks to 
our new Retracto-Step platform running the full length of both sides. 


cARRi, Because the whole body is raised above tire level, there's 
e no pay-load space wasted on wheel boxes. Furthermore, 
@ you're not paying a needless premium to have those 

Pm a wheel boxes built into your body or to have your 


HESSE CARRIAGE COMPANY, 1720 Cherry Street, Kansas City 8, Mo. »* 





STURDY Retracto-Step 


platform automatically folds up flush to the body as 
soon as weight is removed. 










chassis altered to accommodate the low-load body. Thus you get a 
better price on a better body plus a better trade-in on your chassis 
(when the time comes) because it hasn’t been altered. Additional 
benefits, of course, include faster and easier handling of cases on the 
route and speedy loading by fork truck. 


This new Hesse ‘‘Hi-Load’’ is promptly available for 84” and 102” 
c/a trucks with spaces for 4, 6 or 8 pallets plus an ample ‘‘starter’’ 
space. Other sizes can be had quickly on order. Wire, write or phone 
collect for prices today. No obligation! 


Also for DECK-TYPE BODIES, Get Hesse’s Specifications and prices. 
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S$. Products. Inc. 


















Cooler. 


WILL INCREASE SALES 


0 1400-WD 
seein FOR YOU! 
x HK every day—every month—for over a quarter of a century . 


QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ing appearance, easy accessibility, just right cooling for 
thirst satisfaction offered by QUIKOLD units build steady sales 
volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


It pays to offer your outlets the 
very best—the pioneer, proven [7 
QUKOLD line that’s engineered | 

right—priced right. ~ 
Choice of many 
models, ice and 


MAIL COUPON NOW FOR 


COMPLETE DETAILS! 
Gentlemen: 


Without obligation please send complete information 
and prices on all QUIKOLD models. 


NAME 












CITY. 


ADDRESS ale 
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and miscellaneous supplies, an area for vending 
machine maintenance and repair, an advertising 
store room and other required departments. 

The distinction of being able to match the rapidly 
growing population of its two-county territory with 
a case or better per capita sales volume is what 
makes this plant worthy of anatysis. Literally thou- 








Earle Arundel, vice-president and general manager, is 
proud of the two plaques which hang on the wall of his 
office. The one on the left marks his plant as one which 
exceeds a million cases a year sales; on the right, a per 
capita sales of 25 bottles or better is noted. 





sands of homes, huge shopping centers, super mar- 
kets and hundreds of big industrial establishments, 
seeking escape from the crowded conditions of New 
York City 25 miles away, are providing a rapidly 
expanding market for Earle Arundel and his asso- 
ciates. 

Coupled with a good price and a quality product, 
the future looks good to the Pepsi-Cola Bottling 


Company of Garden City, New York. 


Flavoring Extract Manufacturers’ 
Convention Scheduled for New York 
May 16-19 


The 45th Annual Convention of the Flavoring 
Extract Manufacturers’ Association of the United 
States is scheduled to be held at the Hotel Bilt- 
more in New York City on May 16 through the 19. 

William H. Hottinger, Jr., President of the Asso- 
ciation, and all members of the F.E.M.A., Board 
of Governors, are assisting the Convention Commit- 
tee, headed by Robert Krone, in outlining and plan- 
which is designed to be of 
manufacturers of 


ning this convention, 
constructive assistance to all 


flavoring extracts. 
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READY FOR BUSINESS 





Twelve new trucks recently placed in operation by White 
Rock in its Boston plant. These new vehicles will be used 
in connection with a hard-hitting advertising campaign 
that the company will inaugurate in the Boston area early 
this spring. 





Meritorious Award for Hires Dispays 


The Charles E. Hires Company’s exhibit at the 
Parks, Pool and Beach Show held recently in Chi- 
cago was one of the interesting high spots and 
received the Show Management’s scroll of approval 
for outstanding participation. 


The show was significantly national in scope, with 
an attendance of 3,000 visiting operators. Mr. D. B. 
Logan, Hire’s Fountain Division Sales Manager, 
stated that all around interest was expressed in his 
company’s equipment, exhibit and advertising pro- 
motional plans for 1954. Many operators who re- 
ceived a Hires Snack Bar treat were impressed with 
its efficiency and application to their particular 
food and beverage sales requirements. 


HIRES SNACK BAR ATTRACTS ATTENTION 


D. B. Logan, Hires Fountain Division Sales Manager (at 
right) and William Ludwig, Chicago Hires representative 
(at left), are shown explaining the profit possibilities on 
quick volume sales with the Hires Snack Bar displayed at 
the Chicago Trade Show. 
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ee We think we have a right to 


be proud,” asserts your Flo-Sweet Engineer, “that bottlers 
with the highest reputations for quality have come to regard 
Flo-Sweet as a standard for comparison. 

“It's come to be their standard, we believe, because we've 
spent over a quarter-century earning recognition as the leader 
in developing and improving liquid sugar. Giving experi- 
enced technical help in solving bottlers’ problems is also 
standard procedure with Flo-Sweet. And Flo-Sweet service, 
too, keeps on setting new standards because serving indus- 


trial sugar users — and only industrial users — is our one 


business.” 







SERVING INDUSTRIAL 





weet pm critical 





bottlers’ standard 








FLO-SWEET — Tailored to Your Needs 


Extremely low turbidity, low ash content, high 
clarity, and neutral flavor have made Flo-Sweet 
a favorite sweetener with the most critical bot- 
tlers. With it they enjoy all the convenience and 
sanitation of the liquid sugar method, and at 
the same time protect the flavor of their bev- 
erages. 

For purity, for quality, for service—progressive 


bottlers find it pays to standardize on Flo-Sweet. 
































SUGAR 


Distributed from Yonkers * Pittsburgh + Toledo + Detroit 


REFINED SYRUPS & SUGARS, Inc. 


YONKERS, NEW YORK 
USERS 





EXCLUSIVELY 
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YOU’LL UNCOVER MORE 
= SALES WITH KELVINATOR 
BEVERAGE COOLERS | 


Siding bids 


Smooth-operating, easy-to-clean, stainless steel 

sliding lids (with Styrofoam insulation) encourage [ 0) a i f b j 

impulse buying... increase sales... right at the 

point of sale! Customers like this cooler’s clean, 

sanitary appearance...the ease and speed with 

which they can serve themselves. And you'll like its 

quiet, automatic, trouble-free operation, its ability VENDOR AND COOLER NEWS 
to doa big cooling job fast, its glistening white finish. 

You'll like the way this surprisingly low-priced 
cooler attracts traffic—sells more beverages — 
makes more profits for you! 








@ PLACEMENT 


FINANCING 


MERCHANDISING 


Model BC-180LLS TES yy Se a gt ll 7 MARKETS 


Easy lift lids) 7S if se 


Sturdy, leakproof, easy-to-lift lids with stainless 
steel tops and sealed-in, light-weight Styrofoam Portland Bottler Drops Odd-Cent 


insulation. Combination rubber and fabric hinges | Units in Vending Sales 
insure long life. Rubber hand grips serve as 
“shock absorbers’’ when lids are opened. Com- Because of the nuisance involved in searching 
pletely sealed cabinet (2}4" Fiberglas insulation) for a penny, or changing a nickel, the average bev- 
xo —— ger or cy agg ee erage vender customer would rather pay 10 cents 
obstruction-free storage space . . . thrifty-oper- 

ating, trouble-free Polarsphere mechanism. Model BC-180 





than 6 cents, it was announced after long market 
tests by the Portland Bottling Company. 


W. R. Moore, general manager, reported keeping 


Both powered by famous, silent POLARSPHERE unit for long life and trouble-free service 
You get all these benefits when you buy Kelvinator Beverage Coolers 


f~—— WHY WAIT? CLIP THIS COUPON NOW ieee @ Controlled quality . . . cabinets completely designed, engineered and built by one 
manufacturer. 


a close check on the firm’s vender locations after 
a double coin chute arrangement was installed to 
raise the price of popular bottled beverages from 5 
O.K. Kelvinator ! @ Easy financing . . . ReDisCo, Kelvinator's wholly-owned subsidiary makes four to 6 cents. While there were no complaints over this 
Nash-Kelvinator Corp., sales-assisting financing plans available to you. increase, it became obvious that sales were falling 
Beverage Cooler Dept. No. N8-4 @ Wet or dry operation . . . dual-type operation eliminates possibility of cooler 
Detroit 32, Mich. obsolescence. Easy draining. 


off simply because of the trouble involved in locating 
C] Send literature, pricing and financing data @ Nationwide sales and service assistance . . . Kelvinator has 44 factory-controlled a penny. 


b with sliding tide oe with lift — oe, Ry NS gee CEN. “At first glance, it seems that almost everyone 
OOP ee sees. Tle You'll be busier with would have a penny in his pocket,’”’ Mr. Moore said. 
cbs tmapmeee € “Actually, however, in checking we have found that 
— — haoclwaseator far fewer people have a penny than we suspected. 

Ae This means, of course, that the vending machine 


Division, Nash-Kelvinator Corp., Detroit 32, Michigan 
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customer must actually make two trips to the ma- 
chine if his pocket fails to produce the necessary 
coin.” 

The 6-cent price thus was responsible for more 
confusion and disappointment than extra profit, he 
declared. 


Ideal Plans New Advertising Campaign 


A new location advertising campaign has been 
put into effect by the Ideal Dispenser Co., Bloom- 
ington, Ill., manufacturers of soft drink venders, 
according to a recent announcement. 

Advertising will be directed toward motel, tour- 
ist court and service station owners and operators. 
This marks the first time such advertising copy 
has been so directed by Ideal and officials at the 
company feel that this campaign will prove an in- 
valuable aid in reaching a larger percentage of the 
1% million potential vender market locations. Com- 
pany representatives also believe that the new 
series of advertisements with full page testimonials 
for these location owners should help bottler’s 
routemen in their job of selling location owners. 


200 Midwest Operators Attend 
“Apco" Showing 

Two hundred operators from Illinois, Wisconsin 
and Indiana gathered in Chicago in March to attend 
a private showing by Apco, Inc., New York City, 


eee me 
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The SodaShoppe Junior, one of the cup drink venders 
exhibited by Apco, Inc., has a 1,000 cup capacity and 
vends 2 carbonated drinks and 1 non-carbonated drink. 
The unit contains the exclusive Jet Carbo-Activator 
which is guaranteed to deliver a drink of the highest 
quality and uniformity. 
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Here’s your answer 
to the penny problem... 


National’s new electric Penny Refunder 
gives you single coin operation which has 
been tested and proved on locations to 
increase your sales at least 10%. 


The Refunder features fast hopper- 
loading with a large, 2000-penny capacity 
that is easily inventoried. There’s a 
simple plug-in installation with front, 
side or inside mounting. Price changes 
may be made right on location in 

just a short time. Precision engineered to 
prevent jack-potting, the Penny 
Refunder can be used in connection with 
any National electrical coin mechanism. 





~ 6%...7%...8%...9% Sales 
and your customers NEED NO PENNIES 


with 


NATIONAL’S 
hopper-loaded 


— Electric 
Penny 
Refunder 





PAYS FOR ITSELF IN 2 MONTHS 6600 $49 50 +.0.8. 
SERIES only St. Louis 


Be penny-wise ve convert your machine for extra Herness extra 
profits now. Write to your nearest National branch 


office. 


Comparison will prove there i4 no comparison. 


ATLANTA 3, GEORGIA, 685 Peachtree St, N. E.—Phone: ELgin 4318 

CHICAGO 39, ILL, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 

DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Bivd —Phone: DUnkirk 2-5772 
| TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St—Phone: Minois 8-6302 





< 


NATIONAL 9 REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15, Mo. 
Phone COlfax 1900 














Your sales go higher and higher with Hires! 
ce r—< 


\e 











Hires is the worlds most, advertised root beer UN 


Hires is the worlds best known root beer | 


Hires is the worlds largest selling root beer! 


Competition tough in your area? These Hires 


advantages cannot be overlooked. Let Hires tell you how BoD 


you can set a new sales record in 1954. Write to: 


Franchise Division 
The Charles E. Hires Co. 
206 South 24th Street, Philadelphia 3, Pa. 
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of its complete line of “SodaShopre” cup drink 
venders. 


Units displayed at the showing included the 1,200- 
cup and 2,500-cup six-drink SodaShoppes serving 
four carbonated and two non-carbonated drinks 
using only four syrup tanks; the 1,200-cup and the 
1,900-cup four-drink units serving three carbonated 
and one non-carbonated drinks and using only three 
syrup tanks, and the 1,000-cup SodaShoppe Junior 
serving two carbonated and one non-carbonated 
drinks from two syrup tanks. 

All of the SodaShoppes at the private showing 
were constructed and built to meet the health and 
sanitation requirements of those communities oper- 
ating under ordinances and codes of the U. S. Pub- 
lic Health Service, which covers such cities as 
Chicago, San Francisco, Philadelphia, New York, 
Los Angeles, etc. 

Mel Rapp, Apco vice-president, greeted the oper- 
ators. Other Apco representatives at the showing 
were Danny Gould, Midwest divisional manager ; 
Bill Kirscke, Indiana regional representative; 
Claude Robarge, Wisconsin regional representative, 
and Ray Joscko, chief engineer of the Apco factory 
in Minneapolis. 


Cronstroms Introduces New 
Royal Cooler 


“The Cronco Royal,” a new cooler recently de- 
veloped by Cronstroms Manufacturing, Inc., has 
been announced available for general distribution. 

This latest Royal addition to the Cronco Cooler 
family, Model 13HLR offers a Hammertone enamel 
finished aluminum outer case with dimensions of 
22” x 13” x 13”. Fabricated with a one piece U. S. 
Royalite inner that is one of the best known insul- 
ators, the new Cronco Royal also features thick con- 
centrated glass fiber insulation and airtight refrig- 





Model 13HLR, recent addition to the Royal line of Cronco 
Coolers features a U. S. Royalite inner liner that is claimed 
to be durable for years without brittling and leaking. 
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erator-type sealing. A bottle opener is concealed 
in the steel handle. 

The shipping weight of this new unit is 22 lbs. 
Because of the special insulation and airtight con- 
struction, ice will last for five days, according to 
the manufacturer. 

Cronco Manufacturing, Inc., Minneapolis 6, Min- 
nesota, manufacture a complete line of quality 
coolers. Superior construction, protection against 
defects and fair pricing have made Cronco Coolers 
very popular in the consumer market. 


Ideal Offers Flexible Financing Plan 
for Venders 


A new, flexible financing plan has been put into 
effect by the Ideal Dispenser Co., manufacturers 
of coin-operated selective venders. 

This plan has been made available in order to 
allow bottlers to set up a long range program for 
supplying all potential location owners with selec- 
tive venders. The plan also permits bottlers to esti- 
mate their entire needs in advance, and meet them 
without tying up working capital. 

Complete information may be obtained from Ideal 
district sales managers or from the Ideal Dispenser 
Co., Bloomington, IIl. 


New York Distributor to Handle 
Cole Cup Drink Sales 


Seacoast Distributors, New York City, has been 
named New York and New Jersey distributor for 
the Cole Products Corporation of Chicago. 

Until now, Cole sales have been handled by direct 
factory representatives, with local sales under the 
supervision of George Gruebert. Mr. Gruebert was 
recently transferred to Chicago. 

Temporarily in New York to assist Dave Stern, 
president, and Bob Slifer, sales manager of Sea- 
coast, were Clarence J. Inabinet, Jr., from the Cole 
Chicago headquarters, and Dave Parker, Vending 
Engineers, Atlanta. 

Mr. Parker’s firm acts as a link between coin 
machine manufacturers and operators, conducting 
service schools and setting up operations. 

_Charles Reissner, the Seacoast service manager, 
will go to Chicago to familiarize himself with the 
Cole line. The firm makes 3, 5, 6 and 8-drink cup 
venders, dispensing both carbonated and non-car- 
bonated beverages. 


Pepsi-Cola Vice President 
Extols Profit Picture in Vending 

Mitchell Cox, vice president in charge of sales 
promotion for the Pepsi-Cola Company, told bot- 
tlers to pay special attention to vending, in a talk 
delivered at the annual convention of the Pepsi-Cola 
Company in New Orleans. 

Mr. Cox quoted sales expansion figures from the 
experience of those Pepsi-Cola bottlers who have 


April, 1954 









Larger Cold Bottle Volume... Lower Cost! 





easy-working coin unit and single moving : 
pert rarely need more then af seseeimel. : 


cleaning. 


Ideal offers you LOW COST 
___\_ Selective Vending in three 
vend your comoice te Baie Styles and Capacities 


Ideal vender, and sell 


more of cach. © 300-B vending and pre-cooling eased Gee 


10 cases. 
® Packaged Refrigeration 


Systems are interchange- * 85-B vending and pre-cooling caiprediity 


able and hold mainten- 6 cases. 


ance costs way, way e 55-B vending wud preoes 


down, thus insuring 









trouble-free service. 5 cases. 
Why Wait!! Get greater volume at lower 
@ Low initial cost, lowest coin unit conversion costs. in your cold bottle vending program now. Co 
Place more vending units with a smaller investment. your Ideal representative or write ter: 


Ask about the new flexible financing plan 
that conserves your capital. It will help 
you start your vending program now! 
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now FOR BOTTLERS 


side and OPERATORS 


” Sees FINANCING 


PLAN 




















Size: 
Approximately 
63” high, 
EE LET ee PN 22” wide, 
g 20’ deep. 
Weight: 

322 Ibs. 




















THE ONLY MANUAL CUP VENDOR 


250-cup Capacity % 34° Drinks *& '/3 h.p. Com- 
pressor %& Large Pre-Cool Tank %& Mechanical 
Changer *%& Operates on 18 Ibs. CO. Pressure 
Simple to service: No Relay Switches, No Pressure 
Switches, No Transformers, No Solenoids, No Electrodes, 
No Pumps. 


phone... Wire... write today 





INCORPORATED | 
2613 ROSS AVENUE © DALLAS, TEXAS © STerling 5524 | 
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established sound vending programs and indicated 
that others could learn the way to higher profits 
and bigger sales which are made possible by making 
available the cold bottle, on-premise drink. 

He pointed out that an active vending program 
not only expands sales opportunities to those mil- 
lions who spend most of every week-day at work 
or at school, but to those who attend church affairs, 
sporting events, social, community and club meet- 
ings. 

He added that even the housewife on her way to 
the grocery store to pick up a carton of Pepsi- 
Cola to take home is likely to stop off at the laun- 
dry, the department store or the movies. “Every 
place where people go or stop,” he continued, “‘be- 
comes an outlet for Pepsi-Cola, with a vending ma- 
chine serving as a silent salesman always on duty.” 

Cox said the sampling and advertising achieved 
through venders have aided in building take-home 
sales, with carton sales of Pepsi in areas where the 
cold bottle is available invariably increasing. 

He added that many franchises reported that car- 
ton sales doubled as a result of the availability of 
the cold bottle, with many reporting the higher 
take-home sales in history in areas where venders 
were placed. 


Cox explained that in a low price per unit product 
with many fixed costs—such as soft drinks—volume 
determines profit margin. Citing specific examples 
from the experiences of Pepsi bottlers, he said that 
increases in sales due directly from vending pro- 
grams amounted to 23, 51 and even 99 per cent. 


Per capita sales for the cold bottle, he continued, 
run from five to 25 that of take-home sales. A man 
working in a hot and dusty factory, he said will go 
to the vender for a quick refresher much more often 
than the same man, taking his ease at home, will 
visit the refrigerator. 


“Vending machines are the only known instru- 
ment through which bottlers can reach the millions 
daily engaged in offices, factories, schools and rec- 
reational activities,” he said. 

A judicious selection of outlets equipped with 
venders of the proper capacities, he went on, guar- 
antees any bottler the same high per capita sales 
for cold bottles and a bigger profit margin because 
of the increased volume. 

Don Kendall, vice president for the national ac- 
counts and fountain sales department, outlined the 
role of cup machines, and Paul Little, manager of 
the cup vending division, discussed various phases 
of cup vending with franchise dealers. 


Spacarb Adds New Models 
to 1954 Line 

New additions to the 1954 line of venders styled 
and manufactured by Spacarb, Inc., Stamford, Conn.., 
include an industrial model which has been espe- 











—— 


YEAR AFTER YEAR! 


Here's DRY refrigeration at its 
best. Here’s trouble-free per- 
formance that tells—and sells! 
The BEVCO 5-year warranty 
guarantees superior service. 
Accessories that are sales 
makers — water equipment, 
dividers, casters, stainless in- 
teriors, exteriors available on 
all models. 


RESULTS COUNT! 










The BEVCO eeu Ase =6W RITE FOR 


3316-28 S. BROADWAY « ST. LOUIS 18, MO CATALOG A-! 








Union Acid Proof 
Caramel Color 


GUARANTEED 
Brilliancy 

Uniformity 
Stability 







For full information write our Service Department 


UNION SALES CORPORATION 


Distributor for 


UNION STARCH & REFINING COMPANY 


COLUMBUS, IND. 
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cially designed for heavy duty usage in plants. 
Stainless steel covers are added to any Spacarb 3 
or 4D53 model door facings. These afford protection 
to the face of the unit against severe handling 
given machines in industrial and heavy traffic loca- 
tions. The added “armor-plate” covers eliminate vir- 
tually all service and maintenance costs. 

The Juice Bar Convertible model serves 3 selec- 
tions canned vegetable and fruit juices and 3 selec- 
tions of C & C Super Drinks, all in 6 oz. cans. Juice 
Bars are also made for six selections of juices in 
the Senior model and four selections in the Junior 
model. Capacity of the Junior model is 248 cans; 
Senior model, 548 cans. The Convertible holds 273 
flat top cans and 273 capseal cans. 

Another interesting addition is the Spacarb 
Theater Canopy, which is available for mounting 
on all Spacarb models for theatre locations. The unit 
has an illuminated sign for added attention-getting 
appeal. There is also a direct light to illuminate the 
face of the machine in dimly lit theatre lobbies. 

The Spacarb model 4D53 has a capacity of 1,000 
cups and 20 gallons of syrup. This diversified cup 
drink dispenser features the Mix-A-Drink unit per- 
mitting mixing of 2 or more flavors during one cup 
filling. Select-O-Carb standard feature offers dual 
carbonation to suit flavors served and also permits 
the use of additional attachments such as the non- 
carbonated attachment and the Hot n’ Cold unit. 

A closed insulated Kelvinator compressor provides 





Spacarb’s “Convertible” Juice Bar provides 
vending space for 3 selections of juice and 
3 selections of C & C Super drinks, in 6 oz. 
cans. 
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Your Chotcé or tree Great VALUES 


Sie — : fo Fit Yo u ls 
| 


Market! 
Atlas WARUETEE cow venvor Junior 


This is Value No. 1 — The popular small-size 
vendor that occupies less than 5% feet of floor space, 
and vends five flavors. Equipped with National 
Rejector’s coin mechanisms and changers, in a wide 
selection of either electrical or manual models. Hoids 
60 six-ounce bottles in the rack; 80 in pre-cool — 
handles all bottles 6-oz. through 12-o0z. 


Atlas VARIETEE cow venvor Senior 


Value No. 2 — The time- and location-tested vendor 
with Stratified, Controlled Cold Air Flow. Equipped 
with National Rejector’s coin mechanisms and 
changers. The rack vends seven flavors, and has a 
capacity of 105 six-ounce bottles; 60 in pre-cool. 
Both Senior and Junior models handle all size bot- 
tles, 6-oz. through 12-0z. Extra refrigeration ca- 
pacity to assure constant flow of really cold drinks. 


Atlas DRY ELECTRIC COOLER ty 


And this is Value No. 3 — Same sturdy, heavily 
insulated cabinet as VARIETEE Senior. Thoroughly 
tested in Southern markets, the reception of this Dry 
Electric Cooler has been so enthusiastic that we now 
offer it as a regular member of our national line. 
We believe the ATLAS Dry ELEctTRIC has no equal 
in the dry cooler field today. Stratified, Controlled 
Cold Air Flow cools drinks quickly, keeps them 
cold. Capacity: 210 6-ounce bottles, standing; 
320, corded. 






































“Fifty Years in Dallas” 


ATLAS METAL WORKS 


Vendor Division, P. O. Box 5208, DALLAS, TEXAS 







ATLAS METAL WORKS, Vendor Division 
P. O. Box 5208, Dallas, Texas 






Please send me complete information about Atlas Vendors and 
Coolers. 






Name 





Address 
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wl is the modern, 


the ligh t refreshment 


V THAT do they feed on, these mod- 
ern people, that makes the men 


so trim-looking, keeps women so 


slender yet so vital, so youthful, 
year after year? 

The answer is all in their modern, 
sensible diet. In their taste for lighter, 
less filling foods and beverages. 

Pepsi-( ‘ola’s greatest pride is that 
it has steadily followed this trend. 
Today’s Pepsi is light, dry {not too 


Pepsi-Cola refreshes without filling 
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sweet), reduced in calories. 
Pepsi-Cola is the modern, the light 

refreshment. More popular now than 

refreshes without 


It comes in the familiar economy 


wt™ 


bottle that serves two people, and in 
the smaller, single-drink bottle, just 


right for one. 





maximum efficiency for peak performance. Other fea- 
tures include a pressurized, sealed, stainless steel 
syrup system for ease of servicing and sanitation 
and unit construction which makes for swift posi- 
tive repair on location with genuine factory pre- 
adjusted parts. 

Increased sales appeal with Duotone Hammertone 
enamels in popular green colors is offered. A special 
mirror that harmonizes with all interiors is standard 
equipment. 


Fool-Proof Vending in Diaper Plant 

At Baby Service, Inc., Newark, N. J., a General 
“Vendmor” ten flavor selective vender delivers soft 
drinks to the scores of employees in this diaper 
laundry claimed to be one of the largest in the east. 

Hundreds of movable racks are used in the diaper 
laundry to shuttle thousands of sacks of diapers 
throughout the plant. Floor space is at a premium 
in this fast expanding laundry and the shallow 21 
inch depth of the Vendmor model answers the pur- 
pose perfectly. 

The Vendmor machine can vend up to ten flavors, 
with fast center delivery. Loading from the top- 
located pre-cool compartments is quick and easy and 
eliminates a side-located pre-cool door which would 
interfere with the movement of the diaper racks. 

The installation was made in the early part of 
1953 by Kold Snack Vending Service of Newark, 
which also operates a cigarette vender and another 
for cookies in this diaper laundry. Mr. Melillo of 











SERVIT SHOWS PEPSI-COLA CUP MODEL 


This single-flavor, 250 drink cup vender especially de- 
signed for Pepsi-Cola was recently exhibited by SerVit, 
Inc., at the New Orleans meeting of Pepsi-Cola bottlers. 
Simplicity of operation and dvrable construction are 
featured. 
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Kold Snack states that this vender features cola, 


orange and lemon-lime drinks, with other supple- 
n mentary flavors varied from time to time. 
i- The coin mechanism is for 6c and is of the simpli- 
2 fied “slide” type. Mr. Melillo claims that this ““Gen- 
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, This Vendmor unit can vend up to ten flavors with fast 


center delivery. Since its installation, twelve months 
ago, not one service call has been required. 








eral” vender has proven fool-proof with not a single 
service call or “out of order” sign on it since its in- 
stallation. The ““Vendmor’” model is a product of 
General Vending Machine Corporation of Philadel- 
phia and Chicago. 


) 
} 
| 
i 


New Service Techniques Emphasized 
At National Rejectors Sales Meeting 
The three-day annual sales meeting of National 
Rejectors, Inc. was held at the executive offices in 
St. Louis. Sales and servicemen representing the 
National branch offices in Atlanta, Chicago, New 
York, Dallas, Los Angeles and Toronto, Canada 
were present. 
Considerable time and discussion was spent on 
new service techniques recently developed by Na- 
tional Rejectors, Inc. With low maintenance costs, 
an important item to every successful vending oper- 
ation, these service shortcuts are extremely impor- 
tant. A large portion of the business sessions was 
devoted to new methods devised to keep repair cost 
at a minimum. 

At the sales meeting, National also revealed new 
models of products, some of which will be available 
in the future. One, the new Simplex Cup Dispenser 
will be marketed in April. 

National Rejectors, Inc. manufactures all types 
of coin handling mechanisms as well as cup dis- 

pensers and other vending equipment. 
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LIFT Lid 
SELECT BEVERAGE 


Model 150 








FOR --- 1/954 


Here’s a Champion that packs wallops in both hands. 








Champion Model 150 gives you compactness... . select- 






ivity....sales appeal....simplicity.... flexibility.... 






low initial cost....low maintenance cost... . national 






organization. 









Champion is now ready to put the K. O. to sales re- 






sistance. Our sales engineers will prove our right to be 






Champion—your Champion. Call, wire or write. 










ORDER NOW! 








MORE PEOPLE BUY WHEN OFFERED A CHOICE 











COOLERS 
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re glass insulation throughout. 
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et or dry operation. 
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Bottle Rack = Bas 
ond = 
72 ie 
Bottle E 
Pre-Cool ——| _ ; 
Capacity. | : 
27” wide x — 2 ; 
32” long. lig } 


MODEL V-106, 8-FLAVOR VENDER 
106 Bottle Rack and 106 Bottle Pre-Coo’ 
Capacity... 27°’ wide x 42" long. 






DESIGNATED FOR PEPSI-COLA BOTTLERS 
AS MODEL 200-PC) 12-CASE BEV-MASTER 




























ITH 6% CU. FT. 
FOOD REFRIGERATOR 
Sales Representatives: Write for proposition 
on choice open territory. 

SEND FOR FREE LITERATURE & PRICES 


A rthraf~t MK. 0. 


“Quality Products for a Third of a Century” 
1125€. KIBBY ST. + LIMA, OHIO, U.S.A, 


Please send literature and prices on 
Artkraft* Venders and Coolers. 


Nome 
Firm 
Street 
City & State 


6-CASE BEV-FOOD W 




















*Trademark Reg. U.S. Pot. Off. 






















Fred Vaughan (left) Seven-Up re- 
gional representative and Charles 
M. Dismukes, national merchandis- 
ing counselor, are shown assisting 
company president Sherman J. Tobin 
when he unveiled a portrait of his 
father, the late A. J. Tobin, the man 
who founded the Seven-Up Bottling 
Co. of Miami in 1935. 


New Streamlined 


7-Up Plant 


Opens in Miamt 





The new home of Seven-Up Bottling Co. of Miami is a streamlined concrete block structure 
with large areas of plate glass panels. Formally dedicated on February 21, the new plant 
has been skillfully designed to promote low cost production with modern bottling equip- 
ment under the most sanitary conditions. 


Smart architectural lines featured in 
modern plant completely equipped with 
latest bottling and production equip- 
ment. 


Demanp for Seven-Up beverages in south Florida 
has been so overwhelming that on February 21, a 
new and modern Seven-Up bottling plant and office 
in Miami was unveiled for public inspection. 

Since the day of opening, the plant has been pro- 
ducing approximately 200,000 bottles per day. Cur- 
rent census figures and business growth indicate 


that this production volume may not te sufficient 
to meet population growth requirements in the near 
future. 

The 19 years that have passed since the com- 
pany’s founding by the late A. J. Tobin have been 
marked by phenomenal growth in Broward and 
Monroe Counties, which boasts approximately %4 
million people and experts expect the figure to sur- 
pass one million before 1960. 

Tobin’s son Sherman J. Tobin, now company 
president, Charles M. Dismukes, Seven-Up National 
merchandising counselor and Fred Vaughan, region- 
al representative, greeted the 8,000 persons who 
toured the plant on opening day. 

Anticipating further growth of demand in the 
area, Mr. Tobin said at the opening that the build- 
ing was constructed with provisions for a second 
floor in the future. 
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The entrance to the new plant and executive offices is a 
tastefully decorated waiting room framed with 14-foot 
specially designed plate glass. Offices on the second floor 
are furnished and decorated in a modern motif. 


“In addition,” Mr. Tobin said, “plans are in the 
offing for a complete second line of bottling ma- 
chinery that will allow the plant to double its pres- 
ent production.” 

The new Seven-Up home was designed by Archi- 
tect Charles Geller and built by the Webb Construc- 
tion Co. Mr. Vaughan called the building, “‘bottling 
show-place of the south.” 

Sweeping exterior design is highlighted by 14 ft. 
custom plate glass panels which lend dramatic 
beauty to the building while providing ample in- 
terior illumination. 

Encompassing 40,000 sq. ft., the structure is de- 
signed to utilize its space to best advantage. The 
storage room houses, among other ingredients, three 
million pounds of sugar yearly, in addition to moun- 
tainous stacks of bottle cases, therefore a space 
utilization problem arose. 

This was solved by careful placement of struc- 
tural columns and provision of 20-foot-high ceil- 
ings, resulting in a savings of about 30% in overall 
floor space. 


At the formal dedication of the new Seven-Up plant, thou- 
sands of guests toured the building and watched actual 
bottling operations. Mrs. Carl Adams and her sons, Carl 
and Robert. observe as an employee inspects a finished 
bottle for purity. 
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ened cherries gives to cherry | 
drinks a zest and flavor all their 
own. The steadily growing popu- — 
larity of these beverages finds a 
counterpart in the increasing 
preference for modern Glenshaw 
glass containers. 
For your beverage, too, you 
will find Glenshaw Bottles the 
most up-to-date method of pack- 


aging, protecting flavor and at- 


tracting consumer demand! 


GLENSHAW GLASS Co., INC. 
Glenshaw, Pa. 





A Message To A Bottler Who Cannot Make Up His Mind! 
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Chocolate 


offers you a wide choice of 
PROFIT-MAKING opportunities! 


If you cannot make up your mind (and many smart bottlers 
are undecided) about the best bottle size . . . or the potential 
of cans... or what new flavor to add to your line to “pep up” 
business ... YOO-HOO CHOCO- 
LATE offers a selection of profit- 
able opportunities for you... 


A Size and A Package 
For Your Own Market... 


You can distribute YOO-HOO 
CHOCOLATE in your territory 
in the 12-0z king size bottle... 
or you can choose to distribute 
the 7-oz size. Want to investigate 
the potential of cans? ... You 
can distribute our attractive 
9-0z. can... 





9 oz. Can 


*EADY To DRINK 
HOT or coiD 


* 


Kony i af 
COgg MILK. CANE sue? 
» Any 8. CORNsTARCH 5A 
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Chocolate is still the industry’s biggest potential seller ... You have practically no competition 
when you’ve got this SUCCESSFUL, PRODUCT- PROVEN, PERFECTED CHOCOLATE 


DRINK which has been on the market for over 28 years! 


Get going this season with a real profit-maker 


.. . YOO-HOO CHOCOLATE! 


For samples and complete information, write or wire 





As consumers hardest hit by the special tax, two young- 
sters hold signs which will be used in the campaign to 
have the tax removed. The boy’s placard reads: “We're 
not old enough to vote, but we're old enough to pay TWO 


| taxes on soft drinks in West Virginia. Find a better—a 


fairer way.” 








West Va. Bottlers Enlist 


‘Consumers Aid To Kill Tax 


oS OP THE POP TAX!” This slogan dominated the 
discussions at the 49th annual business conference 
of the West Virginia Bottlers’ Association at White 
Sulphur Springs, Mar. 7-9. The slogan, key to a 
campaign worked out in detail and presented for 
the consideration of the convention by Association. 
President Mal Guthrie, will in the next nine months 
be spread throughout the State, as the association 
by resolution accepted the idea in principle and 
instructed its legislative committee to work out and 
execute the plan. President Guthrie, ‘n outlining the 
campaign, which will reach the consumers and enlist 
their aid in eliminating the discriminatory lc a bot- 
tle tax, enacted in 1951, pointed out that the tax 
had created a sales loss of 231 million bottles in 
two years. Mr. Guthrie, a Seven-Up bottler at 


| Charleston, said: “Those who can least afford it 


have been expected to pay the largest portion of the 
cost of the medical school.” (Proceeds of the tax 
are earmarked for the establishment of a medical 
school at West Virginia University. 


In his talk, which was devoted to the tax structure 
of the State, the Hon. J. Henry Francis, member 
of the West Virginia House of Delegates, pointed 
out that the industry was subject a 4% million 
dollars tax on 15 million dollars gross business, a 
grossly unfair and discriminatory burden. 


Mr. Guthrie was reelected president, and Ralph 
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HEAD WEST VIRGINIA GROUP 


Top—tThe Officers: L. G. Brisbin, Secretary: Ralph Smith, 
Executive Secretary: Mal Guthrie. President; Louis 
Hatcher, Treasurer; Don Fleming, vice-president. The of- 
ficers and members of the executive board at a wind-up 
meeting to discuss association affairs (bottom photo). 





H. Smith, of Charleston was also reelected as execu- 
tive secretary. Other officers chosen included Donald 
P. Fleming, Parkersburg, ranking vice-president 
and these vice-presidents—James Decker, Nehi Bot- 
tling Co., East Rainelle; Ralph Hovermale, Berkeley 
Club Bottling and Mfg. Co., Berkeley Springs; Clar- 
ence Johnson, Seven-Up Bottling Co., Huntington; 
Edward Lee, Coca-Cola Bottling Works, Clarksburg ; 
Owen Squires, Seven-Up Bottling Co., Wheeling. 
L. G. Brisbin, Huntington was reelected secretary, 
Charleston. 
Other board members chosen included J. J. Ovies, 
Pepsi-Cola Bottling Co., Kenneth 
Winters, Clarksburg and J. O. Pearson, Wheeling. 


as was Treasurer Lewis A. Hatcher, 
Moundsville; 


The business sessions were featured by the talks 





EXPERTING THE PANEL SESSION 
Ben Ginsburg, Editor, American Bottler; Robt. Witschey, 


Charleston CPA; Jos. LaPides, Pepsi-Cola Bottling Co., 
Baltimore, Md., moderator; M. J. Becker, Editor, National 
Bottlers’ Gazette; J. E. Stevens, Editor, Bottling Industry. 
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1 out ot 4 is a prospect for 


SUCARYL” 


(CYCLAMATE, 


.-.and for you! With 36,000,000 over- 


weight and diabetics in the nation, your market for 


low-calorie beverages is already made. One out of 


every four people won’t (or can’t) drink regular 
sugar-sweetened beverages. They’re looking for soft 


drinks sweetened with non-caloric sUCARYL! 


SucARYL has been pre-sold to them through wide- 
They 


And they know the advantages: the 


spread newspaper and magazine publicity. 


know the name. 


ABBOTT) 


full clean sweetness without calories, the sugar flavor 
Many of 


already using SUCARYL in their homes 


without tell-tale bitterness. them are 

Why hesitate any longer? Capitalize now on the 
increasing trend towards sUCARYL-sweetened soft 
with the summer season coming 


Write today to 
Cbbott 
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drinks. Right now, 
to begin. 
Abbott 
Laboratories, North Chicago, Ill. 


up, is the obvious time 


Chemical Sales Division, 
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cost cutting= profit 
making equipment 


Aiv-Matic 


DECASER 





CLEAN CASES. 


Se CASEE CARTON 


PACKER 


MILLER Hypro VOMPAN Y 


Manvfacturers of Miller Hydro Bottle Washers « Miller Hydro 

Case Packers « Miller Hydro Bottle Conveyors ¢« Miller- 

Kenball Mixers ¢« Miller Hydro Inspection Lights « Miller 

Hydro Air-Matic Decasers « Miller Hydro Air-Matic Case 
Cleaners 
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of seven speakers and a panel session. J. W. (Bill) 
Pipes, Sales Manager of Consolidated Cork Corp., 
fully described the problems of canning soft drinks, 
drawing on his first hand experiences on the West 
Coast. H. C. Keller, Manager of Engineering, Lam- 
son Corp., described the operation and costs of pal- 
let loading machines, and showed a motion picture 
of one in operation in a brewery. Dr. Neal Bowman, 


representing the N.A.M., discussed national affairs © 


and their effect on business and industry. 

Also appearing on the program were J. J. Riley, 
Secretary of the American Bottlers of Carbonated 
Beverages, who described the A.B.C.B.’s public re- 
lation program and pleaded for active participation 
of all bottlers on the local level, where such action 
is most effective. Henry C. Rudy, Director of Mer- 
chandising for Owens-Illinois Glass Co., in his ad- 
dress stressed the value of merchandising programs 
in securing good store position for displays, in se- 
curing better bottle returns and increasing sales. 

98% of business failures are due to faulty man- 
agement and lack of experience, Robt. E. Witschey, 
a prominent CPA of Charleston told the audience. 
He said that the basis of successful management 
is accurate records and the use of such records to 
keep a check rein on costs. He deplored the multi- 
plicity of taxes forced on business and demanded 
the elimination of inefficiency and waste in State 
government. 

The panel session, which ran for nearly two hours, 
had as members, in addition to Mr. Witschey, Wil- 
liam Vossler, Pure Carbonic Co.; D. D. Water, 
Owens-Illinois Glass Co.; M. J. Becker, Editor of 
National Bottlers’ Gazette; Ben Ginsberg, Editor of 
American Bottler, J. E. Stevens, Editor of Bottling 
Industry, and was moderated by Jos: Lapides, Bal- 
timore Pepsi-Cola bottler and treasurer of A.B.C.B. 
The questions ranged over the topics of the West 
Virginia tax, canned soft drinks, bottle returns and 


other timely subjects. 





Left—John J. Riley, Secretary of A.B.C.B. told the bottlers 
where and how they could do the most effective public 
relations work for the industry and Henry C. Rudy (right) 
Owens-Illinois Glass Co., talked about selling problems 
and bottle use. 
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New Pepsi-Cola Plant in 
Africa Under Construction 


Construction has started on the new 
Pepsi-Cola plant costing 70,000 
pounds, in Nairobi, Africa, according 
to W. B. Forsythe, chairman of the 
board and president of Pepsi-Cola In- 
ternational. It is expected that the new 
plant will be ready for operation by 
June, 1954. 

Mr. Forsythe estimates that the 
new plant will be capable of producing 
Pepsi-Cola at the rate of 8,000 bottles 
an hour, a figure more than double 
that of the old plant. 

Occupying a site of 16,000 square 
feet, the new factory will house the 
most up-to-date machinery and 
modern accessories. All the manufac- 
turing area will be wall-tiled and the 
floor red-glazes. The number of trucks 
used for distribution purposes will be 
increased to 20 to accommodate the in- 
creased output. : 

“Pepsi-Cola has been bottled in 
Nairobi since February, 1951 and even 
though we have maintained produc- 
tion at absolute maximum, the in- 
creased demand has made the expan- 
sion necessary,” said Mr. Forsythe. 

The current Pepsi-Cola operation 
serves the Nairobi-Ft. Hall area, but 
it will eventually extend its distribu- 
tion to all major centers in the British 
colony of Kenya. 





HONOR LITTLE ROCK BOTTLING 
COMPANY EMPLOYEES 








Two employees with five years of continu- 
ous service with a Little Rock bottling com- 
pany were honored at a recent banquet. 
Carl F. Keller (center), president of the 
Whistle-Vess Bottling Co. is pictured pre- 
senting service pins and certificates of rec- 
ognition to Jean B. Matthews (left), a book- 
keeper for the company, and J. D. Bennett, 
plant superintendent. About 25 Whistle- 
Vess employees and members of their 
{families attended the event. 





Until 1950 we werean exclusive, 
one franchise operation. More 
volume was needed and Orange- 
CRUSH has proved to be the 
answer. 


“Continuous cooperation from 
the Orange-CRUSH Company 
has given us the promotional aid 
needed to help build our business. 
We think Orange-CRUSH is 
outstanding in every respect and 
certainly look forward to even 
greater success with it in the 


future.”’ —Arnold W. Taylor 





Orange-CRUSH Company ~- 318 WwW. SUPERIOR ST., CHICAGO 10, ILLINOIS 
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ARNOLD W. TAYLOR OF WORCESTER, MASSACHUSETTS 
acquired the Orange-CRUSH franchise in January of 1950. 

Since adding Orange-CRUSH to his single 
product operation, Mr. Taylor’s volume has more than 
doubled. He feels that with the short beverage season in New England 

the addition of Orange-CRUSH has substantially 
aided him in obtaining the volume necessary to 


carry through the winter months. 







Emphasis on the Carbonated 
Package Bottle 

If you are a radio listener you prob- 
ably know the cut-rate clothing chain 
slogan “Why pay for overhead, you 
can’t wear it?” It’s a simple economic 
truth that’s funny only because it’s 
stated so bluntly. Now we have a gro- 
cer saying the same thing, in slightly 
different words, about the deposit bot- 
tle versus the no-deposit cans. 

The copy-writer at Co-op Food 
Stores in Fairlington, Virginia, a 
Washington suburb, with a flair for 


emphasizing the obvious, sells Coca 
Cola against a canned cola with this 
neat equation: 
“Six 6-0z. bottles 25c 
Plus 12c deposit 
Throwaway the bottles and save 
4c compared to six 6-0z. cans 
at 41c” 


He proceeds to do a similar price 
comparison for Pepsi-Cola, ginger ale 
and root beer. All equations showed 
substantial savings for glass. Then, 
lest he be indicted for contributing to 
the littering of highways (a perennial 





Why America’s leading bottlers — 


specify... 


ANCHOR 











ALKALI 


A SOLVAY Special Cleanser 


issue in Virginia) he closes his copy 
with this note: 
“NOTE: We are not suggesting 
that you throw away bottles. 
Bring them back and save another 
12c for each carton of six.” 


Soft Drink Technologists 
To Meet 


The first general meeting of the 
Society of Soft Drink Technologists 
will be held April 28 and 29 at the 
Hotel Statler, Washington, D. C., ac- 
cording to an announcement from 
Joseph F. Hales, president of the 
society. The meeting will be open to 
members of the society only and in- 
vited guests. An interesting program 
is being arranged by the Program 
Committee: Joseph F. Hale, J. M. 
Sharf, H. E. Korab and Stephen Gullo. 








PRESIDENT’S CUP IS GIVEN 
BOTTLING FIRM 


The President's Cup, a national award 
given in recognition of an outstanding 
sales record, was presented recently to 
Max Alpert, president of the Dad’s Root 
Beer Bottling Co., of Oshkosh, Wis. Presen- 
tation was made by Tobin Carling (left), 
national director of sales. Also represent- 
ing the parent company at the presenta- 
tion ceremony was James Lamprinidis 
(right), divisional sales manager for the 
North Central States and Robert Friend 
(second from right), secretary-treasurer of 
the local firm. 








ILLINOIS’ BIG BRASS 





Soda Ash «. Snowflake ® Crystals 


Potassium Carbonate . Calcium 
Chioride . Sodium Bicarbonate 
Ammonium Bicarbonate . Caustic 
Potash » Cleaning Compounds 
Sodium Nitrite Caustic Soda 
Ammonium Chioride . Chlorine 


Ortho-dichlorobenzene 
Para-dichlorobenzene 
Monochlorobenzene 
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See the results you get with ANCHOR 
ALKALI and compare it with your present alkali 
and you too will be convinced of ANCHOR ALKALI’S 
superiority! The product you’re now using prob- 
ably gives you clean, sterile bottles—but with 
ANCHOR ALKALI your bottles sparkle with crystal 
clearness! ANCHOR ALKALI gives you the absolute 
cleanliness you want—plus shining brightness .. . 
without specks .. . spots .. . or dulling film. Run a 
test and prove to yourself the advantages of using 
only ANCHOR ALKALI! 


ALLIED CHEMICAL & DYE CORPORATION 


SOLVAY PROCESS DIVISION 








y= 61 Broadway, New York 6, N. Y. 
( —— BRANCH SALES OFFICES 
Boston + Charlotte + Chicago + Cincinnati + Cleveland - Detroit + Houston 


New Orleans + New York + Philadelphia - Pittsburgh + St. Louis + Syracuse 


Officers and directors of the association. Seated, T. J. McNeil, president: C. W. 
Wagner, treasurer. Standing—Frank J. Horn, Macomb; Morris Gitlitz, Chicago; 
F. G. Wolf, Mt. Carmel; W. R. Carse, Rock Island; T. B. Grigg, Rockford: Don a 
Frank, Bloomington; Robt. E. Joyce, Chicago. (Story on Page 29) 





LEASED EQUIPMENT USED 
IN TRUCK SHORTAGE 


To meet an increased de- 
mand, the Canada Dry Bot- 
tlng Co. of Terre Haute, 
Ind., rented a truck for dis- 
tribution of their new vita- 
min drink called Dr. Enuf. 
The truck shown was 
dressed up with large fluo- 
rescent banners. Over- 
whelming impact was de- 
veloped with the “Tired— 
Try Dr. Enuf” slogan. De- 
liveries were met, costs 
kept down and the travel- 
ling billboard paid its way 
in advertising space. 
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ENJOYING MEETING ... 


Top—C. B. McQuoid, Mundet Cork Corp.; W. J. Pabst, J. H. 
Pabst & Sons, Hamilton; H. J. Hemwall, Geo. J. Meyer Mfg. 
Co. Center—Robt. Kay, Glenshaw Glass Co.; Herb Paige, 
Golden Age, Dayton: J. D. Harrow, Timco Body. Bottom— 
Doris Mundt and Ken Kinnaird, Kinnaird Body Works, 
Geo. R. Shear, N.B.G. 











QUININE WATER SALES .. . HERE TO STAY!!! 


This summer the public will consume about twelve 

times MORE quinine water! Are you prepared for this 

increasing demand? 
For better and bigger profits this summer, bottle 
quinine water under your own brand name, keep 
all your profits, set your own prices. Simple to 
bottle—to this complete formula, you add only 
sugar and water! One gallon makes 18 gallons 
of syrup, enough for 96 6-oz. or 48 12-oz. cases. 
Prepared to our formula, will make a far 
superior quinine water than any on the market 
today. 
SEND ONE DOLLAR .. . for sample bottle (to 
cover packing, shipping, postage), returnable 
with first order. Don't wait—the hot weather is 
just around the corner! Protected territory. 


PHILVIN PRODUCTS 1472 Gates Avenue 








MERITORIOUS RECOGNITION 





Left, Frank Constans (center) awards a 50-year placque to Harold and Herman Schotten- 
stein and does a similar service for Rudy Miller (right); then gets the tables turned on him 
by receiving a lifetime association membership from Julius Darsky. 





74 ew LOOK in convention arrangements was pro- 
vided by the annual meeting of the Ohio Bottlers 
of Carbonated Beverages, held in Dayton, Ohio, 
February 28 and March 1-2. Seven major speakers 
were divided into two groups on successive days, 
and each group devoted itself to a division of a 
specific theme: ‘‘A Look Ahead’’. Under Moderator 
Dr. Wm. R. Davidson, Professor of Marketing at 
Ohio State University, the first four speakers dis- 
cussed and answered questions on the subject of 
the State’s future industrial expansion; the recrea- 
tion programs of Ohio; the place of automatic 
merchandising in this program, and the require- 
ments of an advertising program to capture indus- 
trial and leisure hour sales. 

Heading the Industrial Department of the Ohio 
Chamber of Commerce, Albert E. Redman told the 
audience that the State’s economic growth came 
first from expanding population, second from in- 
dustrial growth and third from financial stability 
and a good labor structure. He distributed maps 
which showed the population changes in each Ohio 
county, maps which the bottlers will find extremely 
useful in determining their sales, advertising and 
distribution policies. 





ALT usmon 


5 STAR Half Lime and Lemon has that 
fruity zip and tang that pleases and re- 
freshes every customer. Make this test. . . 
write for generous free sample and you'll 
discover why 5 STAR Half Lime and Lemon 
can mean more profits for you! 





A TASTE 
TEMPTER! 


Broug 


QUININE A real hit every- 
where! Send for free 
WATER 








samples. 


BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O. 








A. W. Marion, Director of the Ohio Department 
of Natural Resources, described the park program 
which gives the State’s people places and oppor- 
tunities to enjoy outdoor fun and recreation. Mr. 
Marion pointed out that records showed an at- 
tendance at State parks equal to the State’s popu- 
lation—nearly 9,000,000. Shorter work weeks, paid 
vacations and fuller use of leisure hours is revital- 
izing many businesses, he declared, with particular 
benefits to soft drink bottlers. He also told them 
that the Park authorities frown upon the use of all 
non-return containers because of the litter problem. 

A new dimension that is making itself increas- 
ingly felt is automatic merchandising, G. R. Schrei- 
ber, Editor of “Vend” magazine, Chicago, told the 
bottlers. It is producing a virtual revolution in re- 
tailing because it has all the advantages of self- 
service plus one exclusive feature—it makes prod- 
ucts available where those products would not other- 
wise be sold at a profit. 

Future expansion of vending will be mainly in 
three directions, he declared: 

1. It will take over more of the job of in-plant 
feeding, not merely supplementing cafeterias and 
carts, but displacing them. 
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THE CROWNING PERFORMANCE 


MUNDET CORK CORPORATION 


7101 Tonnelle Ave. 
North Bergen, N. J. 
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Schaefer Long Stem Bottle Brushes 


— No. 131-BN 

Made of White or Black Du Pont 

Nylon, heavy, stiff, springy, for either 

machine or hand use, with wide wings 

and heavy tufts. Sizes for half-pint, 
— quart, half-gallon, and gallon 
ttles. 





Schaefer 5-Gallon Bottle Brush 
— No. 133-B 

A practical hand brush for effectively 
cleaning 5-gallon bottles. Made in 
White Du Pont Nylon, Black Nylon, 
or Black Bristle mixture on a 1/4” 
steel rod. 4-1/2” diameter brush, 30” 
long overall. 
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Schaefer Revolving Hand Bottle 


Brush — No. 134-B 

Handy brush in Black Du Pont Nylon 
that provides machine-like action for 
efficient hand washing. In sizes for 
half-pint, pint, quart and half-gallon 
bottles. 





Schaefer Shaped Revolving Brushes 
for Outside Bottle Washing 
Two-piece, trimmed to exact bottle 
shape, these brushes are easier to in- 
stall in your machine. They clean 
better, last longer. Available for 
standard bottles or custom-designed 
for special shapes. 





Fa 
Schaefer Filling Machine Brushes 
— No. 117-A 

Designed for convenient handling and 
easy cleaning, with 5-1/2” brush and 
20” handle. Brush available in best 
selected fibre, Black Du Pont Nylon 
or fine brass wire. 


60 





Your Brush Dollar Buys 
MORE PERFORMANCE in 


Co 


BOTTLE” BRUSHES 


‘Ss 





@ Records of hundreds of bottling 
plants prove that any Schaefer Brush 
gives you more performance per dol- 
lar — on any cleaning task in the 
plant. For each Schaefer Brush is de- 
signed for the specific job to be done 
and built to clean better, last longer, 
and protect your product and your 
equipment. It’s easy to prove. Just 
order SCHAEFER brushes for one of 
your operations and compare the 
service. 


BUY SCHAEFER 
--- IT’S SAFER 


117 WEST WALKER STREET, MILWAUKEE 4, WISCONSIN 


















Schaefer Wobble 
Type Bottle Brush 


In White or Black Ny- 
lon, this brush is preci- 
sion made for new per- 
formance standards in 
bottle washing. Bristle is 
carefully gauged, weighed 
and measured to exact bot- 
tle proportions. It cleans bet- 
ter, lasts longer, and doesn’t 
choke the bottle neck. Secured 
in rustproof wire. In diameters 


from 2-5/8” to 4-1/2”. 


A Better Investment 
in Plant Sanitation... 


There’s a Schaefer Brush for every 
cleaning operation in your plant, bot- 


tle washing, equipment sanitation, 
floor and plant maintenance. They’re 
all built to highest performance 
standards to increase your plant 
efficiency and save money on brush 


investment. 








BRUSH 
COMPANY 


Specialists In Brewery Brushes Since 1910 





2. It will take over more of the job of selling 
nuisance and convenience item, thus freeing high- 
salaried sales people to concentrate their attention 
on other items which require personal suggestion 
and service. 

3. It will increase the sales volume of many 
items by making those items available automatically, 
day and night, and weekends. 

He suggested that the bottlers explore the pos- 
sibilities of vending 6-bottle cartons from outdoor 
stations for the periods when stores are closed and 
also suggested vending related items like crackers, 
or sandwiches. 

These three talks were welded together by W. S. 
Brown, advertising manager of Canada Dry Ginger 
Ale Co., N. Y. C., who told the bottlers how their 
advertising should be themed and directed to at- 
tract industrial and leisure hour sales. Basic prin- 
ciples of advertising have not changed, he said, but 
change is always present. The development of such 
sales begins in the home, the spcaker said. 

Soft drinks promote sociability, one of the big 
reasons why we have constantly rising volume, he 
pointed out. While weather and thirst are import- 
ant contributing factors, a lot more beverages are 
sold and consumed just to fill in leisure time. 

Some of his key observations: 

1. Wherever people gather and where they have 
a good time, that’s the place to sell soft drinks. 

2. Beverages are sold more to and for group 
consumption then to individuals. 

What does the bottler do to get his share of this 
business? Mr. Brown stressed these needs: 

1. The products must be right in quality. 

2. They must be packaged right for all needs 
and all situations. 

3. They need to be priced right for (a) the con- 
sumer (b) the retailer and (c) the bottler. 

4. Advertising should pick up product benefits 
and stress them. 


5. Full distribution and availability is necessary. 
There are five basic principles in the preparation 





PANEL IN OPERATION 

Digging into sales possibilities in Ohio are G. R. Schreiber, 
Editor “Vend”; A. E. Redman, Industrial Dept. Director, 
Ohio Chamber of Commerce: Wm. §S. Brown (speaking) 
Advertising manager for Canada Dry Ginger Ale Inc.; Dr. 
Wm. R. Davidson, Ohio State University; A. W. Marion, 
Director, Ohio Dept. of Natural Resources. 
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and use of advertising and Mr. Brown outlined them 
as follows: 
1. Show people what it is you want them to buy. 
2. Tell them what it will do for them, where they 
can buy it and where they should buy it. 
3. Remind them to buy at the time they can 
































“1 sez—‘the Nehi Line 


is the most complete 





line in the industry!’” 






Pare oa 


Ginger ale 





SHOPTALKERS 


Top—Harold Tobey, Champion Vendor Co.; Frank Schaut, 
Pepsi-Cola Bottling Co., Cleveland; J. B. DeBorde, Pepsi- 
Cola Bottling Co., Portsmouth; A. W. Lee, Pepsi-Cola Bot- 
tling Co., Columbus; Robt. J. Reichlin, Zuckerman-Honick- 
man Co., Philadelphia. Center—Harold Sprague, presi- 
dent, Michigan Bottlers’ Association; Geo. R. Shear, Na- 
tional Bottlers’ Gazette; Ralph Smith, Executive Secretary, 
W. Virginia Bottlers’ Association; Mal Guthrie, President. 
West Virginia Bottlers’ Association and Sam Scott (stand- 
ing) Armstrong Cork Co. Bottom—Mrs. Albert Redman, 
Columbus; Mrs. Agnes Siegler, Dayton; Mr. & Mrs. W. R. 
Davidson, Columbus; W. S. Brown, Canada Dry Ginger 
Ale, Inc., New York City. 
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Real Fruit® Flavors... 


WITH THE FUGITIVE 
AROMAS CAPTURED! 


You can improve your 
preduct amazingly —by 
use of FLAVOREX real 
fruit flavors. Our ‘“‘Low 
Temp” process coaxes 
out and captures the 
very last drop of good- 
ness in the natural fruit. 
Those delicately elusive, 
but important, volatiles 
now are collected and 
entrapped in our real 
fruit concentrates... so 


™ FLAVOREXs 


that all the full, rich, 
good taste goes directly 
into your product. 

Available—black rasp- 
berry, black cherry, 
grape,strawberry, black- 
berry, punch, lemon 
and orange—as real 
fruit pure concentrated 
juices. Or with other 
natural flavors for add- 
ed strength. Write for 
samplesand prices today. 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S$ CENTRAL AVE 


BALTIMORE 2. MD 











most conveniently get the product. 

4. Get the order. 

5. Keep the advertising going all the time. 

With each of the three remaining talks, each made 
by an authority in his field and all linked to the 
theme, “Planning For the Future,” an Ohio bottler 
was designated to act as interrogator and questioner 
for the group, a new method of conducting a panel 
session which proved very practical. The Hon. Wm. 
Saxbe, Speaker of the House of Representatives, 
told the Ohio bottlers to demand their legislature 
be run on a fair basis; that “no one is ‘after’ your 
business and that you receive no special considera- 
tion’. He said it was good business to keep someone 
in the State capitol to watch over the industry’s 
interests. 

John R. Titlow, Sales Manager of Clark Equip- 
ment, Battle Creek, Mich., discussed the subject 
of palletizing. He reported the first use of the pal- 
let as occurring in 1923, and said this method of 
handling materials was given a tremendous boost 
by the need of moving vast amounts of goods dur- 
ing World War II. Among the benefits derived from 
the fork truck and pallet system he included up to 
50% saving on labor; up to 50% increase in storage 
space; reduction of bottle breakage; reduction of 
personnel injuries; and increased time for sales 
activities. Answering questions from Julius Darsky, 
Golden Age Beverage Co., Akron, Mr. Titlow said 
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FOR CANNED 
BEVERAGES 


If your product goes into 

cans, Vaughan’s No. 1950 combination 

crown cap remover and can tapper is the 
opener for you. In fact, you never miss with 
a Vaughan ... the favorite wherever can 


and bottle openers are used. 





World’s Largest Manufacturer of Can and Bottle Openers 
3211-37 CARROLL AVE., CHICAGO 24 
HALF-CENTURY OF QUALITY AND SERVICE 








A combined luncheon for bottlers and supplymen gets the 
Ohio convention off to a good start. 





one fork truck is needed up to 500,000 case volume; 
fork trucks cost up to $3500 and for each 100,000 
cases, 200 pallets at a cost of $3.50 to $4.00 apiece 
are needed. Multi-line plants can also employ pal- 
letized operations if a special pallet is used. 

The “hot” topic of canned soft drinks and the 
one trip bottles was ably handled by J. J. O’Shaugh- 
nessy, manager of the Carbonated Beverage Bottle 
Division, Owens-Illinois Glass Co. Mr. O’Shaugh- 
nessy said there was nothing to be alarmed at with 
regard to bottle losses, and cited the bottlers’ sales 
figures and bottle purchases from 1947 to 1953 to 
prove his point. Bottle purchases in relation to sales 
in those years ranged from 3.1% to 6.9% with 1953 


COOLER 
SERVICE 
"___ BODIES 
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Stewart and Stevenson lightweight service bodies are 
especially adaptable to cooler maintenance. Roomy com- 
partments provide adequate space for carrying complete 
stock of parts and tools with ample floor space for cooler 
delivery. Write today for details about your particular 
requirements. 


STEWART & STEVENSON SERVICES, INC. 


Main Office and Plant: 4516 Harrisburg Bivd., 
Texas. Phone WOodcrest 9691. ’ eee, Fae 
Sranches: Corpus Christi, Dallas, Lubbock, Wichita Falls, | 
San Juan, Odessa. "S 
Representatives: San Antonio, Longview, Brownsville, Abilene. 








National Bottlers’ Gazette 











¢ 


































1€ ; 
00 
2ce 
al- 


he 
h- 
tle 








at 4.5%. Concerning the one trip bottle, this was 
developed at the insistence of the trade, the speaker 
said, and in 1953 constituted 8.9% of all glass pur- 
chases. While his talk was devoted entirely to | 
bottles, in the questions asked by Clifford Siegler, 
Siegler Bottling Co., Dayton, and from the floor 

in the later open discussion, attention was exclusive- 

ly on the cans—cost of canning equipment, cans, 
shelf like of finished products, profit and distribu- 
tion phases, prices, and other factors. 

The convention also included a talk by Edwin F. 

Wagner, Madison, IIll., a director of A.B.C.B. who 
discussed prices and trade conditions on the West 
Coast; a showing of Crown Cork & Seal Company’s 
new film “Mr. Dopey O’Doodle’’; a luncheon at 
which the guest speaker was the internationally 
known Dr. Tehi Hsieh, an expert on Asiatic affairs ; 
a pre-convention business session on vending ma- 
chines and the big banquet and an equally big 
open house party sponsored by the supply houses; 
“wake up” coffee hours before each morning busi- 
ness session, and presentation of a life time mem- 
bership to Earl Reeder, Coca-Cola Bottling Co., and 
50-year placques to Pepsi-Cola Bottling Co. of 
Columbus and Miller-Becker Co. of Cleveland. 

Directors chosen were Harold Schottenstein, 
Pepsi-Cola Bottling Co., Columbus; Tom Edwards, 
Coca-Cola Bottling Co., Newark and Ray Sprague, 
Nesbitt Bottling Co., Kent. The entire board met 


two weeks later to elect the new officers. 


77 BENERAGE CASE TRUCK 


WITH 10° RUBBER TIRES 


OMY M/w 50” TALL- 
Perfect Galance wen) PL HANDLE 
Po ; io 
hight Weight = 7 
Check these features and 
you will see why M/W Paty 
Case Trucks have been 


accepted as the stand- (ms 
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$17.95 
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From Your Supplier 


Manufactured by Model 21 


ANocllenbrock & Wilke 


WASHINGTON, MO. 
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Toy |e}: a ALoler 
GRAPETTE 
ADVANTAGES | 


This drink never plays second 
fiddle. It is the most popular 
of all grape-flavored beverages. 
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It gets going quickly. You don’t 
have to fight for years to get 
distribution and cooler space. 
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Parents like for children to 
drink it. Physicians sometimes 
prescribe it. It has an excellent 
reputation. 


o Pen 


During the winter months, Grapette 
sales hold up much better than 
“flavors.” 


The parent Grapette company pays 
for all advertising authorized 

for the bottler’s territory. 

Cartons are subsidized; Grapette 
plants buy them at bargain prices. 
Freight is prepaid on the semi-syrup. 
This is important— there are 

60 gallons in a unit. 
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Ask for further details. 
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BLAST 


your equipment 


CLEAN 


in half the time 


Here's the Oakite Steam-Detergent Gun 
—a low-cost cleaning accessory that 





N‘\ 


works off your own boiler. It cuts plant- 
wide cleaning time in half... reduces 
Sanitation costs. 

Hooked up to your steam supply, the 
Oakite Gun gives you a powerful clean- 
ing combination of wet steam and de- 
tergent solution. You can regulate your 
mixtures and rinse merely by twisting 
a valve. 

The Oakite Gun not only eliminates 
costly hand-scrubbing, it also simplifies 


cleaning of high-level areas such as walls, 














ceilings. Gun is an excellent medium for 


Stripping paint, too! 


Save time cleaning... 


Bottle Washers 

Case Conveyors 
Filling Machines 
Closing Machines 
Carboys and Jugs 
Processing Equipment 
Floors 

Loading Platforms 


Garage Maintenance 


FREE—withour obligation, your local 
Oakite Technical Service Representative 





will gladly show you how even unskilled 
help can save sanitation costs ... cut 
clean-up time with the Oakite Steam- 
Detergent Gun. Write Oakite Products, 
Inc., 20C Rector Street, New York6,N. Y. 





OAKITE 
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Service Representatives in Principal Cities of U.S. & Canada . ‘ 





Bireley's Breaks With 
_ National Advertising Campaign 

Bireley’s recently announced advertising cam- 
paign in “Life” magazine beginning in May and 
running through September 1954, every other week, 
will mark the company’s first national advertising 
effort, according to Bireley’s marketing manager 


Herb Ward. This program is the result of the addi- 
tion of enough new franchises to justify such an | 


expenditure in national advertising. “Of course,” 
said Mr. Ward, “we do not expect to rest here be- 
cause our goal for 1954 is to add as many capable 


new bottlers as possible and we are really just begin- | 


ning.” 


The announcement of the national advertising | 


program was made at regional sales meetings held | 


in New York, Chicago, Atlanta, Hollywood and Oak- 
land. Also announced were new plans for all media 
as well as the complete sales promotion line-up for 
this year. 


Heavy stress was placed on the value of | 


sampling as well as the importance of using the | 


new point-of-purchase displays recently prepared. 
When quizzed about the new “Life” series, Bire- 
Advertising Manager, Dick Pearson, 


“This is the beginning of a campaign designed to 


ley’s stated, 


build Bireley’s into a top-flight brand in the minds | 


of consumers in every market. 
directed very strongly at the primary reasons peo- 
ple purchase Bireley’s as determined by 
consumer survey done by our Agency, Young & 
Rubicam. 
Ed Bowen, 
leased a list of recent franchise contracts awarded 


Rockland, Maine; 


Franchise Sales Manager, has also re- 
to bottlers in the following cities: 
West Virginia; 
North Carolina; Wadesboro, 
Chadron, Ne- 


Clarksburg, 
lina; Kings Mountain, 
North Henry, Illinois; 
braska; Nebraska; Galena, Kansas; Sa- 
California; Chisholm, Minnesota; Klamath 
Buffalo, New York; Fargo, North 
Vermont. 


Carolina; 
Alliance, 
linas, 
Falls, Oregon; 
Dakota; 


Lyndonville, 






BEEN ADDED TO Youp 


tad! : pay / 4 ‘ \ 
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Shown announcing Bireley’s initial use of Life magazine 
for the 1954 heavy beverage selling season are (left to 
right) John Dryer, Young & Rubicam; Herb Ward, Bireley’s 
Marketing Manager: Dick Pearson, Bireley’s Advertising 
Manager; and Ed Bowen. who is Bireley’s Franchise Sales 
Manager. 


The copy will be | 


a recent | 


Greenville, South Caro- | 





The quality liquid sugar 


for quality products...always uni- 
form,..made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 


e@ Controls batches 

e@ Decreases labor costs 
e Increases production 
a 


Eliminates bag dust, 
lint, and sugar 
spillage 


TANK CARS 
TANK WAGONS 


Order direct or 
through your 
Sugar Broker 


ae 
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SYRUPS 














THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 


\ Brooklyn, N.Y. « Chicago, Ill. « Los Angeles, Cal. » Montreal, Canada 











Filtered Water Supplied by 


BOWDEN DOUBLE CYLINDER FILTERS 
Assure a Better Bottled Product 











The double cylinder combination illustrated, consists of 
a Quartz Filter which removes suspended matter and 
turbidity, and a Minchar Filter which removes chlorine, 
taste, odor and discoloration. Under certain conditions 
a single Filter Unit is sufficient. 

Hygeia also manufacturers the Lynn Self-Cleaning Stone 
Filter used in many bottling plants. 


Tiugeia 


Our 55th Year 


FILTER COMPANY 


3426 Denton Avenue, Detroit I1, Michigan 
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BEVERAGE PRICES 


BY STATES 


(Continued from Page 28) 











NORTH CAROLINA 






































* Except Coke at .90. 
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Cities 6-8 oz. 10-12 oz. Quarts 

Asheville... «.80— .96 80- .96 1.20-1.60 

Charlotte 80- .96 80- .96 

Greensboro ............... .80 .80- .96 1.60 

Raleigh .80- .96 .80-2.08 1.20--1.60 

Wilmington 80 .80-1.60 1.50-1.65 

Winston-Salem _...... 80 80- .96 1.60 

NORTH DAKOTA 

Cities 6-8 oz. 10-12 oz. Quarts 

Minot . .96-1.20 1.20 1,70-1.85 

Grand Forks a 

Bismarck Wcacacacign Oa .96-1.10 1.60-1.75 

Fargo .. -96-1.20 .96-—1.40 1.60-1.986 

Jamestown ... 90— .96 1.25-1.75 

Devils Lake 1.20 1.20 1.80 

OHIO 

Cities 6-8 oz. 10-12 oz. Quarts 

Toledo . .65-— .96 .80-1.10 1.30-1.65 

Lorain 96 1.45-1.60 

Cleveland .80-1.12 .96—1.20 1.20-1.60 

Akron .80- .96 .96-1.20 1.10-1.45 

Youngstown 1.12 1.30 1.65 

Lima .80- .96 -80-1.12 1.10-1.50 

Canton 80- .96 -96-1.20 

Columbus .80-1.12 -96-1.12 .90-1.60 

Springfield 80- .96 80-1.14 1.40-1.60 

Dayton .80-1.12 -96-1.12 1.25-1.60 
’ Cincinnati .96-1.12 .96-1.12 1.36-2.00 

OKLAHOMA 

Cities 6-8 oz. 10-12 oz. Quarts 

Bartlesville 80 80 

Tulsa .80- .96 .80-— .96 

Oklahoma City ...... .80-1.00 .80-1.20 

Muskogee 96 96 

Okmulgee 80- .96 .80- .96 

Lawton 80 80 

Ardmore 80 80 

Shawnee 96 96 

OREGON 

Cities 6-8 oz. 10-12 oz. Quarts 

Astoria* 1.50 1.50 2.00 

Portland .90- .96 96 1.25-1.75 

Salem* 1.40 1.40 2.00 

Eugene 1.40 1.40 2.00 

Roseburg 1.40 1.40 2.00 

Klamath Falls 1.40 1.40 2.00 

Grants Pass 1.30 1.30 1,80 

Medford 1.30 1.30 1.80 

Coos Bay 1.30 1.30 1.80 
















































the CYE-ViEW 
is the buy-view 


The consumer public prefers to see and appraise a 





product before they buy, and the glass container enables 
them to do just that. It presents the product in all its 
eye-filling appeal to gain attention at the point of sale. . 


it provides a clear view to the good taste and exciting gi OF » 
° . . a” i774 
enjoyment suggested by the product... and it provides t, 
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- |BRocKwAY GLASS 


£ oa 
Conti’ COMPANY, INC. 
Brockway, Pennsylvania 
Muskogee, Okia. 


the very effective Perma Label to enhance the appearance 
of your particular product and to clearly distinguish it 


from the rest. 


For the very finest in glass containers, you can depend 
‘ : Lapel, Ind. 
on Brockway. And you can depend on Broc kway, too. 


Prescription « Pharmaceutical ¢ 


Beer . 


Proprietary 
Liquor « Food 


for the finest color label work in the glass industry. 





Carbonated Beverages 














All-Famify 
Drink / 


SO pure...SO good... 
so wholesome for everyone! 
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Cities 





Allentown 
Harrisburg 
Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 


Cities 





Providence 


Cities 





Charleston 
Columbia . 
Florence . 
Greenville 
Spartanburg 


Cities 





Sioux Falls 
Aberdeen 
Rapid City 
Pierre . 
Watertown 


Cities 





Nashville 
Johnson City 
Knoxville 
Jackson 
Memphis 
Chattanooga 


Cities 





Amarillo 
Wichita Falls 
Fort Worth 
Dallas 
Ranger 

San Angelo 
Waco 
Austin 

Del Rio 

El Paso 

San Antonio 
Beaumont 
Houston 
Port Arthur 
Eagle Pass 
Laredo 
Alpine 
Monahans 
Abilene 
Lubbock 
Corpus Christi 


PENNSYLVANIA 





























6-8 oz. 10-12 oz. Quarts 
.. -70- .96 1.12 1.00-1.45 
. .80-1.00 1.00-1.12 1.40-1.60 
.. 96-1,12 1.12 1.50 
. 75-112 -80-1.56 -90-1.65 
.. 65-1.20 -90-1.40 1,00-2.00 
-96-1.12 1.12-i.20 1.45-1.60 
55- .96 -90-1.96 1.25-1.60 
-70-1.00 -90-1.10 1.00-1.45 
RHODE ISLAND 
6-8 oz. 10-12 oz. Quarts 
.60- .96 -80-1.12 -90-1.60 
SOUTH CAROLINA 
6-8 oz. 10-12 oz. Quarts 
. .96-1.20 -96-1.20 2.04-—2.40 
. 80-1.20 -96-1.20 2.04-—2.40 
91-1.25 1.01 2.04 
.86-1.20 .96-1.20 
86 .96 
SOUTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
96 -96-1.20 
-90-1.00 1.20 
1.30 1.40 
.90-1.00 1.10-1.20 
96 1.10-1.20 
TENNESSEE 
6-8 oz. 10-12 oz. Quarts 
.80 
80 
80 
80 
.80 
96 
TEXAS 
6-8 oz 10-12 oz. Quarts 
85- .95 95 
80 80 
80 .80 
80 80 1.65 
96 96 
90 .90 1.30 
80 80 
80 80 
80 80 
.80- .96 .96 1.20 
.80- .90 .8U 1.40 
96 96 1.85 
.80-1.00 -80-1.00 
96 96 
96 96 
.96 96 
1.20 1.20 
96 .96 
96 96 
80 80 
1.00 
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‘ UTAH 
Ss 
ra Cities 6-8 oz. 10-12 oz. Quarts 
60 
Ogden’ ..... 1.00-1.40 1.00-1.40 1.60-1.80 
65 Legan’® ........ .80-1.10 -80-1.10 1.55-1.80 
“ Salt Lake City* . . 80-1.10 .80-1.10 155-180 | 
50 Provo a .80-1.20 .80-1.20 1.55-2.00 
45 Richfield ........ .80-1.40 .80-1.40 1.55-2.00 | —_ 39 


Cedar City - 





* Coca-Cola at .80. | 
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i VERMONT : 0a 
0 : f . a PU raf * ¥ 
Cities 6-8 oz. 10-12 oz. Quarts ; r, od © \ pe. ye ; 
| wt’ a: s\ oe \ 
Burlington ........ 80-1.12 96-112 1.25-160 | 
| 
: VIRGINIA | 
0 Cities 6-8 oz. 10-12 oz. Quarts 
Alexandria 80 96 
Danville 80 80 
Petersburg . 80 80 
Richmond |... .. 80- .96 .80- .96 1.00-1.60 
Roanoke ; .96 96 1.25-1.60 
WASHINGTON 
Cities 6-8 oz. 10-12 oz. Quarts 








Yakima 96-140 96-140 —1.68-2.00 Auto m ra | tl ¢ B O t tl e H a I 1 Ali Me uy P AYS 


WEST VIRGINIA 


— 6o er ae a Washer-Loader pays its way every day 
































Bluefield 96 96 .85-1.00 
Charleston .80-— .96 96 1.20-1.60 
Huntington .76-1.70 1.45-2.00 — Lene we 1. Receives full cases means real economy—permits duplexing the RCA Un- 
ware - . | wi Mi .= .. - automatically. Full caser to handle the capacity of two washers. 
a i: | | Cane of empties feed auto- 3. Cuts breakage . . . automatically. Gentle action 
Ey ly matically into the RCA of the RCA Half Depth Uncaser, Washer-Loader keeps 
ditties = ay Half Depth Uncaser. No glass breakage down to an absolute minimum. Machine 
; : f cut fingers, no tedious un- adapts in seconds for various bottle sizes. Handles 6-, 
Kenosha 1.00-1.40 1.40-1.60  1.40-1.65 — operation. Simply place cases on conveyor— 12- and 24-bottle cartons as well as new glass in 24- 
Caf ienin 96-1.00 1.10-1.25 1.25 the RCA Uncaser and Washer Loader takes over. and 36-bottle shipping trays. 
Madison .96-1.20 96-1.20 —1.00-1.60 2. Increases efficiency . . . automatically. Your 4. Loads washer ... automatically. Bottles feed 
Milwaukee .90-1.20 -90-1.20 1.10-1.65 washer-loading operation will always keep ahead of from the washer-loader into washer. Washer-loader 
pi ss ieee rhe Saas schedule, because the RCA Uncaser works automatically stores an ample supply of bottles— provides continuous 
eboygan eeellings pectin oi at high speed—over 500BPM. High speed operati il-pocket loadi ashe 
Green Bay 1.05-1.20 1.25-1.40 —_1.40-1.60 gis Ss ee ee ee 
For details on this auto- ¥ NON Sa 110 Bt ge SRT ae pe CE rp 
matic, money-and RCA Engineeri ‘ts Beverage Equi 2 
WYOMING Etetoesrorsbeane | Si, Beciesctne Resins menen Mantenenn: he. 
Citi 6-8 10-12 t Mail Coupon Today. | 
ities -8 oz. 124 OZ. Quarts ’ | Please send me information on the RCA Uncaser and Washer Loader. 
I 
Cheyenne 1.20 1.20-1.30 1.60-2.00 BEVERAGE EQUIPMENT | Name Title 
Laramie 1.20 1.20-1.30 1.60-2.00 _ 
Rawlins 1.20 1.20-1.30 1.60-2.00 RADIO CORPORA TION | Company 
Torrington 1.20 1.20-1.30  1.60-2.00 of AMERICA | POA 
Wheatland 1.20 1.20-1.30 1.60-2.00 CAMDEN, N. J. 
Casper .90-1.20 1.20-1.30 In Canada: RCA VICTOR Company Limited Montreal ' City Zone State. 
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Simple Steps In Touch-up Refinishing 


Soft drink bottlers will find these instructions 
simple to follow in mantaining their automobiles 
and trucks in top condition and new appearance. 
Suitable for refinishing fast drying lacquers or syn- 
thetic enamels these easy-to-follow instructions will 





OPERATION 1. 


After wiping the area to be patched with a clean cloth 
soaked in cleaning solvent such as Prep-Sol, wipe dry 
with a clean cloth. Cut down the broken edges with 320 
sandpaper and feather the edges with 400 wet or dry 
paper. Treat rusty metal with a good metal conditioner. 
Wash with water and dry thoroughly. 





OPERATION 2. 


Spot spray bare and feathered areas of metal with a 
primer-surface. Let each coat “dull” before applying suc- 
ceeding coats. Sand with 320 paper and water and knife 
out small imperfections with putty. Allow to dry for 2 
hours and sand. 





OPERATION 3. 


Rub out patch with Duco Rubbing Compound to remove 
scratches in old finish and overspray. 


OPERATION 4. 


Spray over the area to be finished with a medium coat 
of Du Pont Pyra-Prep which will seal-up the scratches 
and hold out the subsequent top-coats. Dry and sand 
lightly to remove nibs. Dust off patches and tack wipe. 


help your maintenance crew keep your rolling stock 
sparkling like new: 

It is well to keep in mind that the final finish is 
directly related to the care used in preparing the 
metal surface for primer and finish coats. Poor 
preparation and unclean metal can only result in 
early failure. The basic finishing schedules and tech- 
niques indicated below may also be used with syn- 
thetic enamels that require baking. The use of port- 
able infra-red units is recommended in these opera- 
tions for baking both primers and finish coat enam- 
els. 





OPERATION 5. 


Spray 3 or 4 wet, double coats of the finishing enamel. 
Let each double coat dull before applying succeeding 
coats of non-metallic colors. For metallic colors such as 
the Duco Metallic or Duco Metalli-Chrome, spray two 
double coats, thinning 1 part with 1!/, parts of Duco 
Thinner, followed by 4 light, single coats, thinning 1 part 
before applying succeeding coats. Extend each coat of 
Duco with 3 parts Duco Thinner. Allow each coat to dull 
little beyond previous one in order to blend into the sur- 
rounding finish. A final mist coat of rich thinner with a 
little Duoc color will improve the blending. 





OPERATION 6. 


Allow the finish to dry at least four hours or overnight. 
Handrub the finished area with Duco Rubbing Compound 
No. 2 or machine rub with No. 14. Lessen rubbing pressure 
as the edges are approached. Dry buff or polish with a 
lamb’s wool bonnet. Do not wax for 30 days. 
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MAINTENANCE QUESTIONS 
—AND ANSWERS 











Question: We have been considering outdoor paint- 
ing of our plant properties and wish to know if 
there are any reasons against painting metal sur- 
faces in cold weather? (Bigg) 


Answer: The question of temperature conditions 
during painting has been, and still is, the sub- 
ject of much debate. Actually, painting practice 
dictates that, in the case of cold weather painting, 
it is perfectly safe to apply coatings at temperatures 
above 40 degrees F., when the sun is shining bright- 
ly and there is no immediate prospect of freezing 
weather. Painting in freezing or near freezing 
weather should not be attempted because of mois- 
ture condensation on the metal surface, and diffi- 
culties in applying the paint due to the increased 
viscosity. Through drying of the paint film is also 
retarded. 


Question: Can you suggest a source of supply for 
tack rugs to clean metal surfaces before spraying. 
These tack cloths must be lint-free and wax-free 
and must also remain tacky until the last bit of 
material is used up. (Gay) 


Answer: The Baughn Chemical Products Co., 
7027 N. Ravenswood, Chicago 26, IIl., can supply 
tack rags in handy rolls or cut in bulk. The Tack 
Cloths are available in 150 yard rolls of 36 in. wide 
cloth or in handy cartons . 100 or more cloths 
to a carton. These rags are claimed to be spon- 
taneous-combustion proof, lint-free and wax-free 
and to offer industrial finishes a simple means of 
cleaning surfaces before finishing. If you require 
additional suppliers please write to us again. 


Question: We have had occasion to repair dam- 
aged truck fenders and wish to know if a fast act- 
ing paint and varnish remover can be used to take 
off the old lacquer on the fender? Is any special 
treatment required when refinishing the fender and 


panel? (HHA) 


Answer: We believe that you will find chemical 
paint and varnish removers very slow acting on 
baked synthetic enamels or hard lacquer coatings. 
A grinding wheel with an abrasive disk will remove 
the enamel much faster than any chemical agent 
and will leave the surface ready for subsequent 
work. Since paint removers contain small quantities 
of wax or other film forming substance to hold the 
active solvents, it will also be necessary for you to 
thoroughly clean the metal surface before applying 
primer coats. If a grinding wheel is available, we 
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Anchorglass® Beverage Bottles 
are available in all standard styles and capac- 
ities, plain and stippled, with or without 
applied color labels. The Anchorglass bottle at 
right with ACL decoration is a 7 ounce size. 





MANY Styles AND Sines 


...BUT ALL ANCHORGLASS BOTTLES 
HAVE THE SAME QUALITIES 





HEY are uniformly strong, tough, dependable 

lightweight glass bottles—high in chemical dura- 
bility, accurate in capacity, with smooth fire-polished 
finishes. They are designed to withstand the knocks of 
modern high speed production lines, handling and 
transporation. 


Anchorglass bottles are the result of practical engi- 
neered designs, careful selection and control of raw 
materials, uniform distribution of glass, precise tem- 
perature control in annealing and thorough quality 
control through laboratory tests and regular inspections. 


Anchorglass bottles are available in crystal, amber 
or green glass, with or without permanent applied 
color labels. Let us send you samples for test-purposes. 





GLASS CORPORATION 


AN [ H | | iH f} CK N ; The Most Famous Name in Glass 
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Canned soft drinks! That's the trend. Flat top or cone top? 
Take your choice. With either type can, you'll get a superior 
carton packaged at less cost by doing it the Dacam way. 
Cartons by Old Dominion Box Company. Automatic car- 
toning machinery by Dacam Corp. No capital investment. 


The machinery comes with your carton order. Write today. 


OL D DOMINI ON Rox Company. Ine. 


Dacam Sales Division CHARLOTTE, NORTH CAROLINA 








would suggest that you use this method in prefer- 
ence to chemical paint removing. 

Question: Can you suggest a source of supply for 
a primer that is claimed to inhibit corrosion when 
used on steel. We understand that the U. S. Gov- 
ernment specifications cover this type of material 
and recommend its use under baking enamels where 
tough finishes are required such as on steel cabi- 
nets. This primer sounds like an ideal material 
where chipping and rusting are problems on ma- 
chinery and equipment. (G. J. K.) 

Answer: Several industrial finishes suppliers are 
now producing the low-bake primer you are seek- 
ing. We are sending you the names of the manufac- 
turers who can supply you with testing samples 
and with complete information concerning this 
unique primer. In actual production use on steel 
cabinets such as vending equipment, it is sprayed 
on the clean metal surface and allowed to air dry 
for one-half hour. Subsequent coats of synthetic 
enamel are then applied directly over the primer 
and the entire unit is given one bake at approxi- 
mately 275 degrees F. The final finish has a high 
gloss and outstanding durability with exceptional 
resistance to chipping, cracking or marring. We 
have seen some steel panels where it was almost 
impossible to remove the enamel because of the 
superior adhesion and toughness. 

Readers are invited to submit questions and 
problems covering plant, equipment and truck 
maintenance. 


New Study Links Sun With Dental Health 

Further evidence that lack of sunshine may have 
something to do with causing dental decay is again 
suggested by the former head of the Dental Health 
Research of Oregon State College at Corvallis, 
Oregon, in an article in the Journal of Pediatrics. 

The writer is Dr. D. M. Hadjimarkos, now on the 
University of Oregon dental school staff. In an 
earlier study Dr. Hadjimarkos also found that chil- 
dren in Oregon coastal courtics had poorer teeth 
than youngsters in central Oregon. 

In the latest study—the first ever made of an 
entire elementary school population in an Oregon 
town—Corvallis youngsters have a record of 6.8 
teeth attacked by tooth dezay at the age of 12. By 
comparison with similar groups, Maryland children 
rated a 3.6 tooth decay average; Minnesota 5.5, and 
New Zealand 7.08. 

Just why Corvallis children have such a high de- 
cay rate has not been definitely determined. Com- 
parison of water supplies and of candy and soft 
drink consumption failed to show any significant 
differences which might be responsible. Availability 
of dental services in the coastal and interior regions 
of the state did not influence dental health. 

Amount of sunshine was the only factor found 
greatly varying. Central Oregon counties have more 
hours of sunshine. 
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Problems In Vending 


(Continued from Page 22) 

operators are in full line vending or 
are currently heading in that direction 
—not, unfortunately, because of any 
careful analysis on their part of 
trends, customer requirements and 
profit potential, but rather because 
they have been forced in it by com- 
petitive pressure and location insist- 
ance. 

If such an analysis were made, what 
might the average operator discover? 

First: That many locations would 
like to use or rely on vending more, 
but that they are afraid to do so be- 
cause they don’t understand our in- 
dustry’s capabilities or its limitations. 

Second: That most of his custom- 
ers would prefer to deal with one re- 
liable vending concern rather than 
with a variety of “specialists.” More- 
over a substantial number of them 
would welcome an intelligent survey 
as to their overall between-meals or 
light snack requirements. 

Third: That a minimum of atten- 
tion has been given thus far by ven- 
dors to the requirements of their loca- 
tions as to sanitation, safety, product 
variety, space availability, uniformity 
of machine appearance or arrange- 
ment and insurance protection. The 
vending in most plants has “just 
growed”, like Topsy, with additions 
being made when union pressure was 
high, or management sales resistance 
low, rather than in accordance with 
any preconceived plan or program. 

Fourth: That operators rarely un- 
derstand their responsibilities or op- 
portunities in any specific location. 
Until they know something of their 
customers’ problems along employee 
efficiency and morale lines, cafeteria 
costs or patron needs and reactions, 
they are unable to cooperate effectively 
in solving these. Our industry has been 
thinking in terms of what and how 
we want to sell rather than what our 
customers need. 

Fifth: — and finally: That both the 
location and the operator benefit from 
full line vending, the former through 
better merchandising, better service 
and better quality of product; the lat- 
ter through elimination of overma- 
chining, excessive commissions and 





duplication of effort. An exclusive, full 
line operation permits less confusion, 
better cooperation between manage- 
ment and vender—and makes possible 
much more consistent and satisfactory 
margins of profit for the operator. 

From this one might assume that 
packaged vending is a cure-all and 
end-all to our industry’s problems. 
Actually, it is just one step in the 
right direction. Before we can begin 
to exploit its full potential, a number 
of obstacles must be overcome. 

First, we have got to develop the 
proper equipment for it—and we are 
just beginning to do this now with 
combination machines, with unitized 
fronts, permitting better merchandis- 
ing and more attractive display, and 
with vendors that conform fully with 
all safety and sanitation requirements. 

Second, we have got to convince 
American industry that we are cap- 
able of performing an essential serv- 
ice for them—better and less expen- 
sively than can any other medium. 
This calls for improved public rela- 
tions, more educational activities on 
our part, and plenty of showmanship. 
N.A.M.A.’s film and the sales films that 
are currently being made for our lead- 
ing manufacturers will help toward 
this end. 

Third, we must learn more about 
full line vending ourselves and must 
accept the responsibilities that go with 
it. Coordinating our services with 
existing restaurant and in-plant feed- 
ing facilities requires tact and pa- 
tience. Insisting on equipment and 
service that conform at all times with 
the highest standards of safety and 
sanitation is an obligation we auto- 
matically assume with every location— 
but particularly with those that trust 
us with an exclusive package contract. 
And standardizing and simplifying 
commissions is an obligation we owe 
both to ourselves and our customers. 
Certainly the transition from special- 
ized to packaged vending provides us 
with a God-given opportunity to 
switch the emphasis of our outlets 
from commissions to quality of serv- 
ice and product and to employee sat- 
isfaction. 

As automatic merchandising ex- 
pands into broader fields and receives 
greater recognition, it is natural that 








TOWMOTOR 


Operating over unpaved ground, this TOWMOTOR stacks high, re- 
duces size of storage area for leading manufacturer of concrete pipe. 


PIPELINE to PROFITS 


You are doing a grand job now, but if you feel there is room for im- 
provement, consider your materials handling. No other operation 
offers so great an opportunity for saving time, labor, and money! And 
no other method or machine moves as many tons per dollar as Tow- 
MOTOR Fork Lift Trucks. Whatever you make, warehouse or handle, 
Tow MOTOR with its dozens of special attachments, its rugged economy, 
and its operator-ease is today’s pipeline to greater profits for the boss. 
Send for the “Towmotor Portfolio for Operating Men.” TowMOTOR 
‘ CORPORATION, Div. 6204, 1226 East 152nd Street, Cleveland 10, Ohio. 


CALL YOUR LOCAL TOWMOTOR REPRESENTATIVE 


For fast service and the name of your nearest Towmotor Repre- 
sentative, see the Yellow Pages of your local telephone directory. 








THE ONE-MAN-GANG of 


TOWMOTOR 


® 


FORK LIFT TRUCKS and TRACTORS 


SINCE 1919 


IT’S HARD TO COMPETE WITH A TOWMOTOR—EQUIPPED PLANT 








it will become more strictly super- 
vised and more subject to regulation. 
Sanitation will become our Bible and 
our Ten Commandments—so much so 
that we can confidently expect that 
Health Departments of every major 
city will soon license and inspect ven- 
ders, just as they do restaurants and 
soda fountains today. Either we use 
approved equipment and approved 
methods, or we are out of business. 
And we should welcome this, because 
we will no longer be operating with 


a sword of Damocles over our heads, 
and will be able to build our futures 
more solidly and with greater confi- 
dence. 

We can also expect greater empha- 
sis on safety, particularly in the case 
of electrical and pressure equipment. 
Nearly every military contract under 
which vendors operate calls for Under- 
writer Laboratory approved machines. 
Most of your factories, movies, hos- 
pitals would insist on the U.L. label— 
for insurance reasons as well as safety 
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Peacock Brand 








CERTIFIED FOOD COLORS 


Manufactured and Distributed by Wm. J. Stange Co. 


Chicago 12, Illinois 


Oakland 21, California 


In Canada: Stange-Pemberton Ltd., New Toronto, Ont. 
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Presenting 
P & R STAINLESS STEEL 
TANKS ror every purrose! 


Vertical, Horizontal or Special Models for 
PROCESSING - MIXING - BLENDING - STORING 


% Rounded Bottoms 
for Sanitation 





% Side Mounted Legs 


% Flush Type Sanitary Stain- 
less Steel Drain Valves 


% Inclined Bottoms 
for Complete Drainage 





*% Totally Enclosed Motors 


' All the traditional quality and soundness that has made P & R Equip- 
ment highly respected among bottlers goes into the new line of 
P & R Stainless Steel tanks. Whatever size or type tank you need, 
P & R can best fill that need — vertical, horizontal or special models 
with or without agitators, valves, lids or manholes. Modern in every 
detail and precision engineered — stainless steel surface is easy to 
clean, sanitary and corrosion resistant. You get years and years of 
convenient, practical service, and the cost is surprisingly low. 


-———COMPLETE INFORMATION AVAILABLE!—— 


Let us send you full information on P & R Alloy Tanks. 











ate AYFIEMD. ING 
experience P. O. Box 1042 





ATLANTA, GEORGIA 











The Navy is presently enforcing a 
non-electronic interference regulation, 
covering all electrical equipment on its 
shore bases. Originally this applied 
only to equipment on ships at sea, but 
it has spread to shore installations, 
and there is a strong possibility that 
it will soon spread to Air Force and 


if they could get it. A number of 

major cities, such as New York, Los 
Angeles and Philadelphia have special 
fire and safety requirements for vend- 
ing units now. True—these have not 
been enforced, because, until recently, 
N.P.A. regulations resulting from the 
Korean War prohibited your manufac- 
turers from complying. But just as 
soon as approved machines become 
available again, all of us may be re- 
minded in a very expensive fashion 
of these regulations. 


Army bases as well. 

All this is the price that our indus- 
try—or any industry, for that matter 
—pays for growing up. A little fellow 
can get by with a lot. He claims he 
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has to in order to survive. But a well- 
established, reputable industry is oper- 
ating on borrowed time if it consist- 
ently ignores all the laws and regula- 
tions governing it. Many of our opera- 
tors—perhaps some of you here—may 
learn this to their sorrow during the 
next few years. 


Gust Maggos Il 

Gust Maggos, head of Pepsi-Cola 
Bottling Co., Alton, IIll., and the only 
Pepsi-Cola bottler to produce soft 
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SALIENT 
FLAVORING 
CORP. 


45 SUFFOLK STREET, 
NEW YORK 2, N. Y. 








drinks in cans and the first bottler to 
can soft drinks regularly, is re- 
ported in serious condition at Roches- 
ter, Minn., having returned to the 
Mayo Clinic for a second diagnosis of 
a malady which has failed to respond 
to treatment. 

The illness, caused by the accidental 
dropping of a heavy article on Mr. 
Maggos’ neck while he was helping 
hoist the article to a higher level at 
his plant, has developed into a very 
serious nervous disorder. ' 


sell 
more 
when 
you 
bottle 
these 3 


outstanding 


flavors 
by 


Salient 


®@ur 25th Bear of Progress 
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Operation 





Only A LADEWIG Bottle Washer 
Gives You ALL These Advantages 


e DOUBLE END — for Efficient, Clean Operation 

e UNSCRAMBLER LOAD — for Saving Labor 

e COMPACT DESIGN — for Saving Floor Space 

e RUGGED CONSTRUCTION — for Dependable Service 
¢ SIMPLE DESIGN — for Low First Cost 

e CONTINUOUS ROTARY MOVEMENT — for Quiet 


e ENGINEERING FEATURES — for Handling Bottles Gently 
e MORE AND CLEANER BOTTLES Per Hour, Per Dollar 
¢ CAPACITIES — 60 to 350 Bottles Per Minute. 


Write for newest literature which fully illustrates 
and describes the distinctive features 
of the Ladewig Washer. 


ARCHIE LADEWIG CO. 
Waukesha, Wisconsin, U. S. A. 











Bottlers Advertise For 
Their Lost Bottles 

The West Coast Bottlers Associa- 
tion (Florida) is now engaged in plan- 
ning a campaign to get their deposit 
bottles back from the trade. The “edu- 
cational campaign’ which will take 
the form of leaflets telling facts about 
bottle costs and their relation to de- 
posits, and requesting cooperation of 
the public in returning bottles, will use 


the cartons and cases as a medium of 


distribution. One of these leaflets will 
be put in every six-bottle carton and 
into every case. In addition, coopera- 
tion is being requested from super- 
markets in putting a similar announce- 
ment into their public address sys- 


tems. 


Under the direction of Billy C. 
Hughes, Tampa, president of the asso- 
ciation, a committee was appointed 
at a meeting on March 9 to develop 


this local action. 
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for our 
Industry” 


RETAIL delivery and transport 
service too, are naturals for the 
White 3000. 

Leaders in the bottling industry 
from coast to coast are all agreed 
on the time and money saving ad- 
vantages of this new kind of truck 
proved on ~ ee day after day. 

Functionally designed for more 
deliveries...in less time, because 
of the low-bed frame and low level 
cab, the White 3000 with the pat- 
ented power-lift cab— safe, sure 
and fast—is tomorrow's way to 
deliver... today! 

See your White man for facts. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 


.++ HARRY COTT 


COTT BEVERAGE CORP. 
NEW HAVEN, CONN. 
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Plenty of “Meat” at 
Michigan Meeting 


interesting speakers, provocative panel 
discussion and educational films mark 
forty-third convention program. 


, ne bottlers of carbonated beverages, 
meeting at the Pantlind Hotel in Grand Rapids, 
Michigan, for their forty-third annual convention, 
were again warned that they better look to a profit- 
able operation of their business or face the pros- 
pects of financial disaster. 


Stressing the importance of the vital tools of 
management, and urging all bottlers to examine 
their profit picture very carefully, key speaker 
Thomas F. Baker, assistant secretary of the Amer- 
ican Bottlers of Carbonated Beverages Association, 
Washington, D. C., highlighted some of the major 
problems that face the Michigan bottlers in his talk 
“Profits Can Be Predicted.” 


“Many plants ignore the important tools of man- 
agement,” he said, “they simply ignore keeping 
adequate records of performance and the absence 
of these records can mean the difference between 
success and failure in the operation of a bottling 
business,” 


“Only recently,” he continued, “Dun and Brad- 
street, the U. S. Department of Commerce, as well 
as the Small Administration, have all 
undertaken independent studies to determine the 


Business 


basic reasons for business failure. It is interesting 
to note that each of these research studies cited the 
lack of management experience and ability and the 
absence of adequate records as the chief causes of 
failure.” 


“IT don’t care what kind of accounting system 
you get,” continued Baker, “but get one. If you are 
aware of the facts, profits can be predicted at any 
volume or any level of price. ‘P/V’ means planned 


profit at a volume of business. It is a system where- 
by you can actually determine from a set volume 
of business when you pass from a loss position into 
a profit position, thus entirely eliminate the guess 
system which has prevailed in the past. 


“The Profit Planning program—or ‘P/V’—is truly 
an A.B.C.B. activity. After careful study the com- 
mittee has come up with a set of procedures which 
will provide the bottler with a system whereby he 
can analyze his operation, by centering attention on 
every item of cost, and thru industry comparisons, 
highlight irregularities. This A.B.C.B. Manual For 
Profit Planning is available upon request. 
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“Do you bottlers know the real conditions in your 
plant? For instance, do you know how much you 
sell, where you can reduce costs, how much you 
can lose and still stay in business? The purpose of 
Profit Planning is to give you a clue to these things,’ 
explained Mr. Baker. 

“Whatever system you decide to set up,” he con- 
tinued, ‘never enter into an agreement with an ac- 
counting or engineering firm who agrees to take 
50% of your profit.” 


“If you do not have an adequate cost system, may 
I recommend that such be made the first order of 
business when you return home. It is absolutely a 
must for members to keep adequate records so that 
the exact financial record of the plant is known 
from month to month. Your records should show 
at a glance exact unit costs by type of product and 
size, for every operation involved in the operation 
of your business. 

“Reduction of price is a dangerous excuse to offer 
for lack of success. When you reduce your price 
you reduce your profit. Remember, efficiency means 
profit.” 

Mr. Baker suggested that members watch the 
Washington scene carefully because there are 
rumors that a tax may be imposed on beverages. 
Also there are administration proposals on the Taft- 
Hartley law, and members should be prepared to 
work with their association on this control. The 
section that kept brewers from manufacturing soft 
drinks has been recommended dropped. It has al- 
ready been approved by the Ways and Means Com- 
mittee and may be passed in the House—and of 
course, “there is always the sugar problem,” con- 
cluded Baker. 

Other speakers listed on the three-day schedule 
included Don Rau, Department of Revenue, Lansing ; 
Ben Wells, Vice President in Charge of Sales, 7-Up, 
St. Louis, Mo.; Cliff Bracy from the Michigan De- 
partment of Agriculture; William F. Doyle, Public 
Relations Counsellor, and F. R. Schulz, Lamson 
Corp., Detroit. 

Ben Wells, vice president of the Seven-Up Com- 
pany, St. Louis, speaking on “Warm Hearts and 
Cool Heads,” showed by a skit that the day of the 
fast-talking, back-slapping, joke-telling salesmen is 
a think of the past. “Today salesmanship,” said 
Mr. Wells, “requires a sincere, friendly interest 
in the customer. A salesman sells people not a 
product. The definition of a good salesman is one 
who sells goods that won’t come back to customers 
who will.” 

Mr. Bracy, representative from the Michigan De- 
partment of Agriculture, told the group about a 
letter that has been sent to all bottlers in Michigan 
warning them about the correct labeling of dietetic 
drinks. There are definite requirements that must 
be fulfilled in labeling these drinks and labels and 
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Clear Glass 
Adds Sparkle 


Crystal 


Diamonp’s Hi-Test Alkali* No. 3 is your best bet for 
bright and shining bottles. It’s an efficient, eco- 
nomical cleaning compound that will give you top 


cleaning performance at rock-bottom cost. 


And Diamonp can provide you, too, with a highly 
effective cleaner for your equipment, It’s 
Diamond Clipper Cleaner*. This economical 
cleaner, plus Hi-Test Alkali No. 3 for your 
bottles, gives you a combination that’s hard to 
beat. You cut costs and detergent inventory 


at the same time. 


For information on these and other DIAMOND 
engineered cleaners, call your nearest 
DIAMOND Sales Office, or write DIAMOND 

Alkali Co., 300 Union Commerce Bldg., 

Cleveland 14, Ohio. +e 


DIAMOND WASHING 
AND CLEANING 
COMPOUNDS 
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DIAMOND ALKALI CO. 
CLEVELAND 14, OHIO 










1954 OFFICERS ELECTED AT GRAND RAPIDS CONVENTION 





From left to right: Donald W. Avriett. vice president (Vernors & Barq’s) Battle Creek; William 
J. Sossin, secretary-treasurer, (Pepsi-Cola), Grand Rapids. 





product must be approved by state law before con- 
sumption. He also said that a soft drink in cans 
has been submitted to the department for approval. 


lraditionally British... 


It has been pasteurized and has been found to be 
satisfactory in department tests. 
William Doyle, Public Relations Counsellor, 


be. INDIA -EX PRESS 
uinine Water 


Used the world over 


Manufactured in England for the ge 


for "'Tonie- Mixer’ 


La ae 


+/Z 


India trade for over 100 years. ian I, 
| | eS 


The Pure Spring Co.(Canada) Ltd. Aberdeen St. Ottawa. Exclusive North American agents. 


We should be pleased to answer enquiries for bottling franchises from reputable firms 
already supplying first quality products. 
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stressed the necessity for maintaining free speech 
and the right of free press if we are to maintain 
our liberty. He also suggested that members do 
not approach Lansing with individual problems. 
“Keep bickerings out of legislation,” he suggested, 
“however, if there are problems, go to your legisla- 
ture as a group. Legislate by organizations, not in- 
dividuals.” 


Mr. Doyle also urged the organization to give 
their support to the month cancer drive in April. 
He suggested crossing out brand names on trucks 
and the use of cancer banners. “Let your trucks, 
windows and stores carry cards to show that you 
are doing something for mankind. Let your organi- 
zation be the first in the fight against cancer.” 


F. R. Shultz of the Lamson Corporation, Detroit, 
gave a short talk before a motion picture, urging 
bottlers to look into automatic pallet loaders. This 
type of equipment, which was shown in operation 
in the movie, makes for faster and better handling, 
reduces damage, conserves floor space and requires 
fewer men to handle operations. 


A panel composed of Heimo Mattson, Squirt 
Bottling, Hancock; V. L. Nicklin, Kool-Aid, Kalama- 
zoo; Harold Kleis, Coca-Cola, Ann Arbor; James 
Underwood, Vernor’s, Grand Rapids; Busch Hodde, 
Squirt, Detroit; and Charles Weinstein, M & S Can- 
ada Dry, Flint, discussed such problems as carton 
deposists, breweries bottling soft drinks, and how 


to better serve customers. 


The concensus of opinion was that carton deposits 
are not a good plan. There is too much trouble for 
the plant involved, customers often resent this 
method, and all-in-all it is easier for the plant just 


to absorb the cost of carton handling. 


The following officers for 1954 season were elected: 
President, William J. Young, Jr., Detroit (Detroit 
Coca-Cola Bottling Co.); Vice President, Donald 
W. Avriett, Battle Creek (Vernor’s and Bargq’s) ; 
Secretary Treasurer (re-elected) Donald J. Dossin, 
Grand Rapids (Pepsi-Cola). 


Directors include: Howard Sprague (past presi- 
dent), Flint (Seven-Up); E. W. Proud, Grand 
Rapids (O-So Grape) re-elected; Gene Holthaus, 
Bay City (Seven-Up); Morton Feigenson, Detroit 
(Faypo Beverages); C. L. Achterhoff, Muskegon 
(Cola-Cola), re-elected and W. E. Kreger, Wyandotte 


(Coca-Cola) re-elected. 


There was a lighter side to the convention as 
per usual, with thanks going to the Boosters Club 
for their luncheons, banquet and high type enter- 
tainment given. This forty-third annual convention 
was voted most successful with an attendance of 70 


bottlers and 85 supply men registered. 
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Complete Quinine Water 


Concentrate Offered 

Predicting a record-breaking increase in quinine 
water consumption this summer, Philvin Products, 
Brooklyn, N. Y. reports the introduction for the 
first time of a new and complete quinine water con- 
centrate. With this concentrate all the bottler needs 
to add is a 22° baumé syrup, since all the other 
ingredients are already in. 

One unit of Philvin’s concentrate is reported to 
be sufficient for flavoring 170 cases of 6-oz. or 85 
cases of 12-oz. bottles. 

Samples and complete information are available 
from the company, located at 1472 Gates Ave., 
Brooklyn 27, N. Y. 


Cott Beverages Expands Soft 
Drink Distribution 

Cott Quality Beverages, a complete line of true 
fruit flavored soft drinks will soon be distributed 
throughout the Pittsburgh area and southern Ohio. 

John J. Cott, vice president and general man- 
ager of the Cott Beverage Corporation, New Haven, 
Conn., has announced the purchase of the Higrade 
Beverage Company at Braddock, Penna., as part 
of the nationwide, coast-to-coast Cott expansion 
program. 

The plant will continue to produce the well-known 
Higrade line as well as the new Cott line. It will 
be operated by local Pittsburgh management and 
labor. Old employees, some in the employ of Higrade 
as long as twenty years, have been retained by the 


new organization. 


Three New Trim No-Sugar Beverage 
Franchises Issued 
The Trim Division of B-1 Beverage Company, St. 
Louis, Mo., has granted Trim franchises to the fol- 
lowing bottlers: 
Meyer Beverage Company, Mt. Olive, IIl. 
Joseph Zammuto, president of the Dr. Pepper 
Bottling Co., Rockford, III. 
Henry Burkhardt, Inc., Chicago, III. 


7 a LY 0 
BOTTLE ''76"' — AMERICA’S QUALITY 


LEMON-LIME FAVORITE. WRITE 
FOR COMPLETE DETAILS 


AMERICAN ''76'"' COMPANY, CHICAGO 5, iLL. 
















Four Straight Years 
of Sales Increases! 









Dr. Pepper has shown a sales increase in each of 
the past 4 years. 

This means, of course, that Dr. Pepper bottlers 
have enjoyed steadily increasing volume—steadily 
mounting profits. 

In 1954—Dr. Pepper begins its strongest adver- 
tising and merchandising program year to date. 
Millions of additional consumers will hear and 
read about Dr. Pepper on the radio, television, in 
magazines and newspapers! 

Small wonder, indeed, that the name Dr. Pepper 
is synonymous with SALES...with PROFITS! 


Dr Pepper: 


bp 
Mit 
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FESTIVITIES AT THE BANQUET 





Bottlers, supplymen and guests are shown enjoying the banquet in the grand ball room of the Hotel New Yorker during the convention of the 


New York State Bottlers in New York City. 


New Yorkers In Happy Mood At 32nd Annual Convention 





CONGRATULATIONS TO THE NEW OFFICERS 


David Rascoff (second from left) is shown extending best 
wishes to the newly elected president for 1954, L. E. 
Kitch. as the treasurer, Charles R. Racey (left) and 
executive secretary J. R. Van Schoonhoven (right) look on. 
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Record attendance at Hotel New 


Yorker . . . Hear speakers reappraise 


soft drink market and future potential 


. . . Bottlers urged to work with state 


and national association to keep indus- 


try healthy. 


78 vrENDANCE and interest was at an 
all-time high at the 32nd Annual Con- 
vention of the New York State Bot- 
tlers of Carbonated Beverages when 
they met at the Hotel New Yorker in 
New York City, March 21. 

More than 341 supplymen and bot- 
tlers and guests had an opportunity to 
exchange ideas and to listen to a stim- 
ulating group of speakers assembled 
in the Grand Ball Room of the hotel 
during the three-day session. 


, 


With President David Rascoff pre- 
siding, speakers included Dr. John M. 
Sharf, Research & Development Cen- 
ter, Armstrong Cork Co., Miss Mary 
Donlon, Chairman, New York State 
Workman’s Compensation Board, C. E. 
Van Anglen, Jr., Merchandising Man- 
ager, Canada Dry Ginger Ale, Inc., 
John J. Riley, Secretary A.B.C.B., and 
Neil Kelly, vice president, Sugar In- 
formation, Inc. 

A Gay 90’s Daze banquet held on 
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RED DIAMOND 
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The Most Popular Grape 


You Ever Bottled! 


SPECIAL TRIAL 
OFFER 


Only $1.00 gets you enough 
to make 140 cases! 


Here's a grape that has everything. 
Really authentic, true-grape flavor 
—rich, inviting color-—proved 
customer acceptance. 


Test it yourself. For $1.00—the cost 
of packing and delivery—you get 
enough GRAPE* IMPERIAL to make 
140 cases of splits. You'll vote it the 
best tasting grape ever—and your 
customer's prove 
you're 


enthusiasm will 
right! 


So find out how popular, 
and profitable, a grape can be. 
MAIL THE COUPON TODAY. 





licgetiz 





THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue, Chicago 23, Illinois 


Here's my dollar. Rush me enough GRAPE* IMPERIAL 
Extract to make 140 cases of splits. 














RED DIAMOND Name Position ome 
EXTRACTS Compon na ie borer 
Manufactured by oe a fee Seat ie | 
THE LIQUID CARBONIC 
CORPORATION City _Zone___State_ 


3100 South Kedzie Avenue 
Chicago 23, Illinois 


Monday evening provided entertain- 
ment for the bottlers and their guests, 
and a welcome opportunity to relax 
and exchange ideas with the many bot- 
tlers and supply men assembled from 
all over the state. A banquet and dance 
followed on the second day of the con- 
vention. 

Reiterating some of the well-known 
basic facts concerning Neil 
Kelly again had an opportunity to 
alert bottlers to the fact that sugar 
is a natural component of many foods 


Sugar, 
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and that soft drinks containing sugar 


are a food ...a low calorie food. 
“The removal of sugar from soft 
drinks,” he cautioned, “eliminates its 


and non-nutritive drinks 
from which sugar has been replaced 
with other synthetic 
agents, have no energy value. Dietary 
drinks marketed through 
channels for specific groups of our 
population are not objectionable,” he 
added, in explaining that weight re- 


food value, 
sweetening 


controlled 


duction can be accomplished only by 























C. E. VAN ANGLEN, JR. 


Merchandising Manager, Canada 
Dry Ginger Ale: “We have a strong 
industry and we must all work to 
keep it that way.” 


NEIL KELLY (RIGHT) 


Vice president, Sugar Information, 
Inc.: “Dietetic beverages will not 
hurt our industry if we play fair with 
the consuming public.” 











"My 
Daddy 
Bottles 

MarBert 
Cola!” 


"Ever since he discovered how economically he can bottle MarBert Cola 


and M-P Cherry Cola, Daddy certainly has been happy. He says it's hard 





to believe a cola concentrate that is so inexpensive can make a drink that 
tastes so good. His customers must like it, too, because sales are going 


up and up.” 


Send for our price list and a trial gallon of bottling syrup. You'll be amazed 


at the low cost of the wonderful drink it makes. 


GET A TRIAL GALLON FOR ONLY $1* 


ManBert CoLa 


*MarBert Cola and M-P Cherry Cola are 
sold regularly as a concentrate. 





for trial 
only. 
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a MARBERT PRODUCTS, Inc., Dept. A-4 MerSert Cole 0 ' 
a : M-P Cherry Cola [| | 
‘ 19 E. Lombard St., Baltimore 2, Md. (check here) ; 
' Here's your dollar, send me a gallon of bottling syrup of the flavor checked and 6 
‘ information on prices. ry 
- ‘ 
5 Name 

be 
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be Lisser 

€Lt110% Features Your 
Profit-Inducing Leaders 

with the Trend to SUGAR-FREE BEVERAGES 


@ Black Cherry 
®@ Cola 


® Root Beer 


@ Pale Dry Ginger 
@ Black Raspberry 


@ Cream 


Labels and crowns available for sugar-free beverages. 


We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


THE GINGER HOUSE: 





The World's 
Best 
Opener 


STARR, 


STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 


NOW IT WORKS NEWPORT NEWS, VA. 





For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO ---- THESCO 


— two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flavors 


THEALL & PILE, INC, 227 beat, Steet 


New York City 38,N.Y. 











reducing the total food consumption. 

John J. Riley, secretary of the 
A.B.C.B., explained the function of the 
national organization in fighting un- 
fair legislation in Washington. ‘‘While 
no proposed changes in the excise tax 
are seen at this time,” he said, “the 


A.B.C.B. is ever alert to the possible Ale, Inc., 


In some cases competitive presenta- 
tions have been unfair. 

“The national association activities 
must be coordinated with and support- 
ed on all local levels,” 

C. E. Van Anglen, Jr., 
ing manager of Canada Dry Ginger 
spoke briefly on the strength 


kets and potential. 


sell refreshments.” 
he concluded. 

merchandis- 
he d 


Ginger Ale Company, 


We will always 
serve ourselves and the soft drink in- 
dustry, if we keep in mind that we 


In reviewing the market research 
program conducted by the Canada Dry 


tention to the fact that super-market 


The convention program ended with 
the reports of the various committees 
and the election of officers and the 
Board of Trustees. Officers elected for 
1954 were: L. E. Kitch, president, Syr- 
acuse, N. Y.; George M. O’Neil, Jr., 
first vice president, New Rochelle, 
N. Y.; Alfred Y. Morgan, second vice 


irected at- 


revenue tax on soft drinks and is keep- 
ing constantly vigilant. 

“‘We must watch the advertising and 
publicity of other groups such as the 
dairy industry,” he cautioned, “in pre- 
senting the merits of our soft drinks. 


and health of the soft drink industry 
and urged all bottlers to keep it that 
way. “An evolution,” he said, “is tak- 
ing place in our industry ... it may be 
good for us to sharpen our wits and 
our tools and to reappraise our mar- 


operators are gradually adopting the 
non-returnable container. “Let’s not 
stick our collective heads in the sand,” 
he concluded; “‘there will always be a 
group of consumers who will pay a 
premium price for convenience.” 


president, New York, N. Y.; Charles R. 
Racey, treasurer, Syracuse, N. Y.; J. 
R. Yan Schoonhoven, Albany, N. Y.., 
continues as executive secretary. 


(SEE PICTURES ON PAGE 81) 





ror LABEL 


IS YOUR BEST SALESMAN ! 


Be sure it performs these important 
functions for you:— 


ATTRACT THE SHOPPER 
IDENTIFY YOUR BRAND 
INDICATE THE FLAVOR 


CREATE A FAVORABLE 
SALES IMPRESSION 


SAMSE — beverage 
label specialists—will 
be glad to make up 
specimen sketches — 
or show you exam- 
ples of successful 
selling labels. 


Lithographing Co., Inc. 


419 E. LOMBARD ST. 


BALTIMORE 2, MARYLAND 











Circumstances alter cases . . .” Beverage cases 
are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 


teristics of individual bottles. 
“Custom-made” beverage cases are correctly 
designed to suit your needs, thus reducing break- 


age tO a Minimum. 


THE GREEN COMPANY INC. 


265 Post Roac | OYor alta Qkelalal-taiiat 


Sal Bellows Falls, Vt 


\ 


TO PACK FASTER, SAFER 


Be 


I ay there’s an AMERICAN PARTITION 
| 
| 
| 


| 


Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
interlocking partitions. 
4 Volume production 
when you want it. 


“WIDE SERVICE 





TION: 


‘AMERICAN PARTITION C0- 


BOUND BROOK, N. J. CHICAGO, ILL. 
MERCED, LOS ANGELES, SAN FRANCISCO, CALIF. 
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GAY 90'S DAZE 


A group of the merrymakers at the 
New York State Bottlers Convention 
are shown entertaining the guests in 
an impromptu number during the 
party in the grand ball room. 


BETWEEN SPEAKERS 


In a corner for an exchange of ideas 
during a break in the program are, 
left to right: Leo V. Liddy, Bond 
Crown & Cork Co.; Bill Emden, Bond 
Crown & Cork Co.; C. T. Duncan, 
Pepsi Cola, Syracuse. 


WATCH THE CAMERA 


Jacob Zocks (left), Plaza Beverage 
Co., Long Island City, N. Y., poses 
for a picture with Meyer Miller (cen- 
ter), Rochester Soda Company, Ro- 
chester; and Samuel Freeman (right) 
of the Freeman Beverage Co., Utica. 


A WELCOME RESPITE 
FROM BUSINESS 


Enjoying the business sessions at 
the 32nd annual convention are, 
standing left to right: Herman Kol- 
din, Ma’s Old Fashion Bottling Co., 
Syracuse; William K. Walker, Pepsi 
Cola, Auburn. Seated, left to right: 
Herman Dubnoff, Ma’s Old Fashion 
Bottling Co., Syracuse, and C. T. 
Duncan, Pepsi Cola, Syracuse. 








welcome travelers 
for leading.. 
bottlers 


Gaylord carriers 
make more round trips 


thanks to PATENTED Fibre Board 


When you consider the cost of carriers in terms of trips made, 


you'll understand why so many important bottlers use 
Gaylord Carriers exclusively. 


Gaylord Carriers are exceedingly durable . .. maintain neat 
selling appearance over many round trips. Because of the 
Patented* features of Gaylord Solid Fibre Board, these carriers 
have unusually high wet strength... are scuff-resistant 

to keep printed surfaces handsome longer. 


High-quality Gaylord Carriers will be welcome travelers at your 
bottling plant. Order from your nearby Gaylord sales office. 


Gaylord Container Corporation 
General Offices: Saint Louis 
Sales Offices: Coast-to-Coast 


*U. S. Patent: 2601114 


CORRUGATED AND SOLID FIBRE BOXES © FOLDING CARTONS © KRAFT PAPER ANID SPECIALTOES © KRAFT BAGS AND SACKS 
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Len-Jennia, CP-7-312-LB2 


—capacity 312 cases 


Follow the tend. ...cuT Cost WITH 
Pallet Bodlios 














ECONOMICAL! 
ATTRACTIVE! 
LIGHT! 
COMPACT! 


[en-Jennia/ CP-6-192-LB1— D U 4 A 4 L Fl 


Mounted on walk-in-cab truck 
capacity 192 cases 


[en-Jennia/ 
BUILDS A 
COMPLETE LINE 
OF BEVERAGE 


TRUCK BODIES 





eet ae 





[en ‘Jennia/ CPST-7-516-LB2 — Semi- 


CEN-TENNIAL COTTON GIN COMPANY 


POST OFFICE DRAWER 708 ¢e COLUMBUS, GEORGIA 
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New Franchises Issued By Grapette 


As of January 1, 1954, the following new Grap- 
ette franchises have been issued, according to an 
announcement from the Grapette Company, Camden, 
Arkansas: 

B-1 Bottling Company, St. Louis, Missouri. 

Kist Beverage Company, St. Petersburg, Florida. 

Grapette Bottling Company, Pittston, Penna. 

Quality Beverage Company, Elkhart, Indiana. 

Mission Beverage Company, Seaside, Oregon. 

Grapette Bottling Company, Cordelle, Georgia. 

Squeeze Bottling Company, Swainsboro, Georgia. 


Calgon, Inc. Develops Fast 
Water Hardness Test 


Field tests of water hardness sensitive to one 
grain per gallon (17.1 parts per million) require 
only a minute with a new “Speedy-Kit” 
announced by Calgon, Inc., and Hagan Corporation, 
Pittsburgh. 

The method employed in using the new kit and 
contents—two bottles with “eyedropper” tops, one 


recently 


glass vial—represents a simplification of water test 
procedures based on Schwarzenbach methods now 
widely used in the United States and other coun- 


tries. 


to m 





DETERMINATION OF WATER HARONES: 








= 


The Speedy-Kit is of pocket size and weighs only 6 ounces. 
A water-resistant instruction card is secured in the lid. 
Contents include glass vial, glass bottle of solution “A” 
and plastic bottle of solution “B.” The kits make it possible 
to field-check hardness at a very low cost for each test. 
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Calgon, Inc., Hagan Corporation or the Buromin 
Company, P. O. Box 1346, Pittsburgh 30, Pa., or 
from Calgon or Hagan district offices or represen- 
tatives. 


Zip Enters Franchise Field 

Zip Bottling Co., 511 West 43rd St., Chicago 9, 
Ill., owned and operated by Irving Cohen, has gone 
into the franchising of its namesake beverage “Zip” 
—a lemon-lime product in a 7-ounce ACL bottle. 
National coverage and distribution is planned, with 
approximately 100 bottlers putting up the product. 
Franchises have already been assigned to two east- 
ern bottlers—Yaky & Sons, West Aliquippa, Penn- 
sylvania and Lyndale Beverage Co. of Lyndhurst, 
New Jersey. Full information concerning franchise 
arrangements will be supplied by the company upon 
request. 


Time and Cost Saving Conveyors 
Offered Bottling Industry 

In the new Standard Conveyor Co. line, a wide 
selection of roller sizes and capacities have been 
designed to allow the choice of the best roller for 
the job. Sizes of rollers run from 1”, 18 gauge with 
a capacity of 35 pounds per roller to 344” diameter, 
9 gauge with a capacity of 550 pounds. 

Frame selections are available with 2 x 1% x 
3/16” angles having a capacity of 10 pounds per foot 
with supports at 10 ft. centers to units with 4-in. 
5.4 lbs. structural channels with a capacity of 335 
pounds per foot with supports at 10 ft. centers. 

Roller conveyors are fabricated by the company 
in straight sections and in curved sections. 

In addition to the steel line of regular weight 
conveyors, the Standard Conveyor Co. also produces 
a “litewate” roller conveyor in steel or aluminum 
for cartons and cases weighing up to 60 lbs. 

A complete catalog No. 63-D of standardized 
gravity and power unit conveyors may be obtained 
from Standard Conveyor Co., North St., Paul 9, 
Minn. 














Typical roller conveyor installations in a bottling plant 
include both straight and curved sections. A “Litewate” 
line of gravity roller conveyors fabricated of aluminum 
offers easy portability to any part of the plant. 
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PEPSI-COLA METR 
of Philadelphia, Pa. 


Th} 4 MEYER DUMORE BOTTLING UNITS 





OPOLITAN BOTTLING co. 



















At the Memphis Street and the it 
Pepsi-Cola Metropolitan Bottlip 
saves time and money vite 
DUMORE Bottling Unit 


Each unit consists 
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DUMORE: §} 
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© 10 MEYER DUMORE Syn-Cro-Mix Filler at the Pepsi-Cola Bottling 
ee, of Philadelphia, Pa. 
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528-A MEYER DUMORE Bottle Cleaner 
at the Pepsi-Cola Metropolitan Bottling 
Co. of Philadelphia, Po. 






MEYER DUMORE Automatic Case Un- 
loader at the Pepsi-Cola Metropolitan 
Bottling Co., of Philadelphia, Pa. 











GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN 


















CAN YOU AFFORD 
NOT TO HAVE A B-1 FRANCHISE 


@ What Are Lemon-Lime Sales in Your Territory Today ? ? ? 

@ What Do You Think of the Potential Two, Three, Five Years From Now ? ? ? 
@ Where Will This Increased Business Come From? From 7 oz., 10 oz., or 28 oz.?? 
@ What Franchise Would Best Equip You to Get A Substantial Share of This Business??? 


YOUR TERRITORY MAY BE OPEN. FOR DETAILS WRITE, WIRE, PHONE 








B-1 BEVERAGE CO., 2301 Hampton Ave., St. Louis, Mo. — Phone: Mission 1860 








F CO, COST 
WE_uP TO 60% 0 
Save 


Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 


ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE CONVERTER 
CORPORATION 


Dept. C., Box 1652, Tulsa, Okla. 


Y=) 


RAGE | CASES | 
needs. 


DRY ICE 
CONVERTER CORP. 


TULSA. OKLAHOMA 

































“Aces in Cases”’ 
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M. Jacob & Sons Open New 
Headquarters in Detroit 


M. Jacob & Sons, distributors of bottles, jars 
and closures, has opened a new office and warehouse 
at 2759 E. Grand Boulevard, Detroit 11, Michigan. 

Established in 1885, the company expects to offer 
improved service to the bottling industry in their 
modern offices and warehouse. 


New Oil Burner for Heavy Oil Users 

Introduction of the new “4” Hev-E-Oil Burner 
by the Cleaver-Brooks Company, Milwaukee, repre- 
sents a new achievement in burner design history. 
Because of its 35% increase in capacity, the burner 
is adaptable to a wider range of heating conditions. 
It is expressly designed for fuel users where a burn- 
er is used to heat a building containing over 1,500 
square feet of radiation, or if more than 6,000 gal- 
lons of oil, or more than 45 tons of coal per year 
is burned. 

With its larger capacity, the new “4” 
provides greater heating flexibility, but incorpor- 


not only 


ates new features which assure increased fuel sav- 
ings, less maintenance and simplified installation. 
Like other models in the line, the “4” is a low pres- 
sure, air-atomizing type burner with a modern all- 
electric ignition oil burner designed to burn low- 
cost No. 4 or 5 oil without preheating. 





FOR OVER 50 YEARS 
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TREEN QUALITY 
| PALLETS | 








34, PA. 
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BOTTLERS’ 
ORANGE 





... for those who want the BEST in Flavor ( 
and in Name—pius the sales appealing 
slogan “CALIFRUIT from CALIFORNIA” 


FLAVOR MADE RIGHT WHERE THE ORANGES GROW 
CITRUS JUICE & FLAVOR CO., LTD. 


Fine Citrus Flavors Since 1929 


ORANGE, CALIFORNIA—Write for information 





Thatcher Glass Opens Louisville Office ; 

Thatcher Glass Mfg. Co., Inc., Elmira, N. Y. has : 
announced the opening of a new office in Louisville, = 
Kentucky. F. W. Edson, formerly Sales Manager 
of the Company’s General Line Division, has been 


named Manager and M. T. Curtin and L. S. Hanley, 
Thatcher field representatives, have been assigned 


to the Louisville office. 
The new office is located at 1162 Eastern Park- 
way, Louisville 3, Kentucky. 


National Cylinder To Construct 
New Plant 


National Cylinder Gas Co. has announced that it 
will soon begin construction of a $3,500,000 plant 
for the manufacture and distribution of liquid oxy- 
gen on a site located on the south side of Chicago, 
just acquired. The plant will be built on an 8-acre 
tract below 109th and Torrence, formerly known 
as Irondale. 

Charles J. Haines, president of the company, said 
the growth in National Cylinder’s oxygen business 
in the Chicago area makes tne added production to 
be obtained from the new plant essential to meet 
the increased demand. 

National Cylinder has three other plants in Chi- 
cago making industrial gases. 











i > 
COMING ATTRACTION 


SEE BONDS PAGE 


IN THIS MAGAZINE 
NEXT MONTH... 
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CHOCOLATE SODA IN BOTTLES 


, 

° The Only Real Chocolate Carbonated Drink ©O 
@ Finest Quality @ Good Profit Maker @ . O, $ 
4 

4 

4 

4 


















ee 


Siete i i 


\ No Special Bottling Equipment Needed @ 6 
O° Public Accepted @ Franchises Available. O 


for complete information write direct to: 
CHOK-A-FIZZ 
PRODUCTS CO. 


4508 S. ASHLAND AVE. 
CHICAGO 9, ILLINOIS 


MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 












































PLANTS: LONG ISLAND CITY LOUISVILLE, KY. > o D. D. WILLIAMSON * Co. oa 
WEST eer hy & H. R. LAIST COMPANY 5.39 FORTY-SIXTH AVENUE LONG I iT Y 
RIALTO BLDG., SAN FRANCISCO, CALIF. 1901 PAYNE STREET, LOUISVILLE, K} 








































gnc 14 years, moves up from assistant advertising man- | (Cyt Costs...increase Production with 


ager to advertising manager in charge of fran- 


NAMES IN THE NEWS = chised bottlers, dairy, fountain, concentrate and | KISCO STEEMATIC 





It a= 


soft-drinks-in-cans divisions. 


scisicieenitiemeniehiiidepliaieahin Ms Mr. Mitchell, formerly central division sales man-__| o 
ager with headquarters in Chicago, will direct all | Water Tube Boiler 


Mission Dry Announces Promotions sales activities from Mission’s headquarters in Los 










Mission Dry Corporation president, W. D. Aitken, Angeles. Kisco combines every desirable 
has announced the appointment of W. George Aitken feature into -~ as 
H ; automatic power plant to make 

Appoint New Sales Representative ee er eee 

for Bireley's bottling plant. It is designed 

; p Deve e : * and built for your needs. . . 

The Bireley’s Division General Foods Corpora- engineered as fast steaming 

tion, has announced the appointment of William C. and operates economically and 

1 . i ‘ efficiently with any type of 

Forbes Co., Inc., 99 Hudson Street, New York, as fuel. Fully insulated . . . fully 






automatic. 10 to 60 H.P. sizes. 





their Eastern sales representatives, for the sale of 







their 60° Brix Valencia Orange Juice Concentrate. WRITE FOR 
The William C. Forbes Co., cold-pack and frozen CATALOG 
food brokers, will cover manufacturers using this New Innovations 






product thru the Eastern seaboard states, including 





New Features 






Pennsylvania and Eastern Ohio. 
New Advantages 


in this Highly 






Ideal Dispenser Appoints California messes daainadla. 
Sales Representative Compact Power Plant 
Ralph E. White, a native San Franciscan and Completely Assembled 
W. GEORGE AITKEN LEE MITCHELL graduate of the University of California Law "Packaged" Unit 











School, was recently appointed California Sales! 








and Lee Mitchell as advertising manager and gen- Representative for Ideal Dispenser Company, 
eral sales manager, respectively. Bloomington, III. G1 OR 10118 4° a.7 ENGINEERING co. 
George Aitken, who has been with the firm for Previously employed by Diebold, Inc., Canton, oe a>. a 



























“CUSTOM-BUILT” . . . to meet your needs ! 
Bottle washing problems differ. That’s why NIAGARAS 





e Highest 
Quality 







are “custom-made” , .. with over 20 years of specialized 
@ Year ‘round experience in bottle-washing requirements. . . . There's 
Volume a satisfied NIAGARA customer near you! 
o Advertising © Available in several capacities and sizes. 






Program 





? Expertly designed and engineered. Can handle any size from 4 oz. 
e High Profit to 5 gallons. No jets to clog, solution renovator filters water 

Drink every few minutes and discharges contamination. Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 














e Eliminate 
Slow Items 


BUBBLE UP CORPORATION "pte Sorin | NIAGARA BOTTLE WASHER MFG. Co. 


1015 S$. Washington St., Peoria, Ill | 225-27 FIRST STREET TOLEDO 5. OHIO 
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| P ENN Crowns 


SPECIAL 
or STOCK 














For more than 20 years a reliable 


source of supply for precision- 


made... handsomely 


lithographed we, 

CROWNS for the midis 

bottling industry. Screw caps 
from 18mm 
to 89mm, 


PENN 





CORK & CLOSURES, INC. 


1155 Manhattan Ave., Brooklyn 22, N. Y. 


EVergreen 9-4416 









86 








presents a N F W 
SPECIAL 

PROMOTIONAL 

PROGRAM 


gern 


This sensational 
NEW PLAN 
will give you 
REAL FACTS ON HOW 
TO INCREASE PROFITS 


SEND FOR IT 
TODAY! 


This Plan shows you how to cope 
with costs. It tells you how to meet 
and master your present problems. 
It tells you how you can build a 
bigger business based on larger 
profits . . . and increased sales. 


WRITE 
PHONE 
OR WIRE TO 





SUN SPOT COMPANY OF AMERICA 
1500 RIDGELY ST. - BALTIMORE 30, MD. 

















| attended the University of 
| Chicago and Northwestern 
| University. Before joining 


| THATCHER NAMES 





Ohio, and Remington Rand, Inc., New York, Mr. 
White has an outstanding record in sales and sales 
management. 

Mr. White was the Ideal representative in the 
state of New York prior to his appointment in 
California. 


New Additions to Crown Cork 
Sales Department 

Alvis Goode and Richard L. Wilbur have been 
added to the sales staff of the Crown Cork & Seal 
Co., Inc., according to a recent announcement by 
the company. Both men will represent Crown Sales 
and Machine Sales Divisions. 








4 ss 
ee 
a . * 
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GOODE 





ALVIS R. L. WILBUR 


Mr. Goode comes to Crown from the Diversey 
Corporation and will cover a Texas territory with 
headquarters at Houston. Mr. Wilbur, formerly on 
the sales staff of Armstrong Cork Company, will 
represent the company in the Chicago branch, Wis- 


consin territory. 





R. J. REICHLIN JOINS 
ZUCKERMAN-HONICK- 
MAN, INC. 


Robert J. Reichlin has been 
appointed to the sales staff 
of Zuckerman-Honickman, 
Inc., Philadelphia, repre- 
sentatives of bottle, jar and 
closure mills. Mr. Reichlin 


the company, he was ac- 
tively engaged in sales and 
purchasing work for a New 
York manufacturer. 





EXECUTIVE 
VICE PRESIDENT 


The Thatcher Glass Mfg. 
Co., Inc., Elmira, N. Y.. 
has announced the elec- 
tion of William J. Green 
to the post of executive 
vice president. 

Mr. Green was formerly 
president of Stone & Co.., 
Louisville, Ky., which is 
now a wholly owned 
subsidiary of Thatcher. 





WILLIAM J. GREEN 











America’s Fastest Growing 


“Sugar-Free” 
Soda 

















Bottiers!— Here's your oppor- 
tunity to get in on “SUGAR- 
FREE" profits! Lo-Cal is 
launching a _ concentrated 
advertising and marketing 
program designed to make it 
the leader in its field. Here's 
an opportunity to make your 
line complete! Write today for 
franchise information — no 
obligation of course. 


@ 8-Flavors ! 
® Non-Fattening ! 
@ No Deposit Bottles ! 


371 East 160th Street 
New York 56, N. Y. 





IF you want to see the 
BEST IN POINT OF SALE 


DECAL SIGNS 


ask for Meyercord’s 
NEW ADvisor Manval 














Packed with ideas to help sell your 
product where customers BUY! 


How to make your permanent point of sale decal signs 
more productive, more sales influencing . . . that’s the 
message packed into this remarkable new Meyercord 
ADvisor Manual. It’s yours for the asking; FREE when 
requested on company letterhead. Between the covers 
you'll find dozens of the finest examples of colorful, eye- 
compelling, sale creating point of sale decal signs... spe- 
cially created for store windows and window valances, 
fountains, back bars, cashier’s counters . . . everywhere 
people pause to buy! You'll see how the small regional 
advertisers, as well as the national giants, do their point 
of purchase job better with permanent Meyercord decal 
signs. You'll get valuable hints on design and distribution. 
If you buy point of purchase material . . . if you seek to do 
even a better point of sale job ... we want you to have this 
remarkable presentation with our best wishes. 


DEPT. S-209 


THE MEYERCORD Co. 


WUE LAS oh CCALKCOWN AMA Yi Mf Pf, TAZ CHICAGO 44, ILL. 
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5323 WESTLAKE ST. 


































Flavorex Company Appoints 

The appointment of Jra M. Weissel as vice presi- 
dent and sales director of the Flavorex Company, 
Inc., Baltimore, Md., was announced by Harry 
Sachs, president of the company at a recent board 
of directors meeting. 











| 
IRA M. WEISSEL | 
| 





Mr. Weissel has been associated with the Flavorex 
Company, Inc., for the past eight years and has | 
covered the states of New York, New Jersey and 
| Connecticut. 


Cherry-Burrell Announces New 
Midwest District Appointments 


A number of personnel appointments for the re- 
cently formed Midwest District of Cherry-Burrell, 


which covers the St. Paul, Chicago and Cedar Rapids 
branches, were recently announced by J. W. Farley, MAC o i M ¢ S$ 


manager of the company’s Field Sales Division. 


George Foote, Midwest District manager, will PROT ECT 


have the following staff: A. H. Barber, Jr., Chicago 
branch area sales manager; Charles (Chuck) Sund- 








berg, St. Paul branch area sales manager; Ralph 
Baker, Cedar Rapids branch area sales manager; 
Frank Neill, district credit manager; Jack Colfer, 
district inventory control manager; Carl Nelson, 
district office manager; Bob Nordstrom, district 
service manager; Shelly Thompson, district engi- 
neering manager. 


QUALITY | 





It is not enough that a beverage be good. It must be consistently good . . - 
with the same tantalizing, refreshing taste and sparkle . . . a/ways. 


To maintain constant, controlled high quality, many Dr. Pepper bottlers rely on 
LIQUID Bottling Machinery. Like other nationally known bottlers, they know . . . 
LIQUID means quality control, product standardization. 


Discover what LIQUID Bottling Machinery will do for your beverage. 
Call your LIQUID representative today. 





Cherry-Burrell’s new Midwest District Personnel: front ATION 

row, left to right: A. H. Barber, Jr., George Foote, Charles RPOR 

Sundberg and Ralph Baker. Back row, left to right, Frank THE CARBONIC 2 co a oe 
Neill, Jack Colfer, Carl Nelson, Bob Nordstrom and Shelly 3100 South Kedzie Avenue ¢ Chicago 23, Illinois 
Thompson. 
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- -BUT DON’T stip up ON JACKSON, MICHIGAN 


AS A FINE SOURCE FOR: - 


ROOT BEER 


Look them all over... brand by brand... but when the final showdown 


comes... bet your choice will be made from the better few . . . including 
some from... 


foole «Jenks 


JACKSON, MICHIGAN 











